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THIS SPECIAL 
FORM 
ENTITLeES... 


Mr. John J, Que 


Main Avenue 

| Anywhere, U.S.A. iM 

\ 4 
4 

MART 

TO RECEIVE ANOTHER WHOLE YEAR OF FREE! 4 

i 

We're glad to continue sending you MART Magazine each month at no cost + 


or obligation to you. All we ask in exchange is that you take a few 
moments now to tell us a little about your special interests in appli- 
ance merchandising so that MART may serve you even better. 


You'll find these easy-to answer questions can be answered in 4 minute 4 
or two. Just mark a few x's, add a word or so, and you're ready to 3 
mail this little folder back to me. 3 


Your answers will be kept strictly confidential. Frankly, we're mak- 
ing this inventory of our readers' business interests for the purpose 4 
of improving MART Magazine -- just as you take a stock inventory to : 
help you merchandise better. As MART has over 50,000 retailer-readers, % 
the only way we can take our inventory is by mail. 


When answering these questions, you can do me a great favor by taking a y 
moment to jot down your comments and suggestions about MART Magazine ~ 
on the attached folder. ¢ 


Write ‘today for the NEW 


SEN B A K —— SEN-BAK sample kit, 


A division oy General Office d 


Patent applied for 
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450,000 PEOPLE READ THIS MAILING... 
135,000 PEOPLE RESPONDED TO IT... 


Are You Getting This Kind of Results 
From Your Direct Mail? 


Have you fully realized how big an advertising job direct mail could do for you? 
You would if you were our client American Airlines. When American introduced 
its new Jet Flagship service, a prime audience was business travelers. An 
announcement mailing was sent to a list of 700,000 businessmen. The mailing 
offered further information on American’s Jet Flagships. Over 135,000 responded. 
On top of this, a readership study showed that over 66% of those addressed — 
more than 450,000 -- read the mailing. In 
anyone’s book, this is proof-positive of direct aif 
mail’s effectiveness, of the fact that people AMERICAN AIRLINES 
look to direct mail for facts they need to know. - Cail ees 


Noveaber 1958 
Professionally-planned, professionally- 
produced direct mail can accomplish tangible 
results for you. All that is needed is a 
background of experience in this 

medium, the combined skills of a 

big creative staff, plus sales promo- 

tion savvy. Dickie-Raymond offers 

you all of this — saves you 

heavy additions to payroll and 

operative overhead. Cost? 

a low fee . . . about what you’d 

pay a single sales executive. 


Many of our clients have been 
with us twenty or thirty years. 
Maybe this is the year your 
company should join this 


distinguished group. It costs satel Coming in January ~ 
nothing to find out FIRST det Service in the U. G. A.... 
Hours Caasi to Coast! 


For full information on 
‘Dickie-Raymond, send for 
descriptive booklet. 


DICKIE-RAYMOND SERVES THE LEADERS 
AETNA LIFE New York Srock EXCHANGE 


AIR EXPRESS Pan AMERICAN 
AMERICAN AIRLINES PrirNeEY-BOowEsS Direct Mail Advertising 


AMERICAN CYANAMID Puerto Rico ‘ 1 
Surgical Products Economic Developmént Admin. Sales Promotion Counse 


iy Al SHERATON HOTELS 225 PARK AVE., NEW YORK 17 
EastMaAN Konak Industrial SYLVANIA ELECTRIC MUrray Hill 4-3610 

xE Air Conditioni WALL STREE 

GE r Conditioning Al TREET JOURNAL 470 ATLANTIC AVE., BOSTON 10 


This ts a partial list of active full-time accounts, Other names on request. HAncock 6-3360 
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this letter... 


brought mn over 65,000 
requests 
for this booklet... 


Getting leads for salesmen, mak- 
ing their work easier and more 
productive has been “a specialty 
of the house” with us for over 
37 years. We don’t just plan and 
prepare direct we make it 
work. For such firms as 


International Business Machines 
Corporation; National Geogra- 
phic Society; Chilton Company, 
Inc.; J. B. Lippincott Company; 
Dictaphone Corporation; Selas 
Corporation of America; R. O. H. 
Hill, Inc.; The Mead Corpora- 
tion; The Mosler Safe Co. 


Phone Rittenhouse 6-0180, or write 


THE 


BUCKLEY ORGANIZATION, INC. 


Philadelphia National Bank Bldg. 
Philadelphia 7, Pa. 
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Tax Prostem—Morton Simon 


How We Work Wirn Maine Lists At “THe WALL STREET 
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The Reporter of Direct Mail Advertising is published monthly at 229 West 28th Street, New York 
1, N. Y. Subscription price is $6.00 a year. Second Class Mailing Privileges authorized at Garden 
City, N. Y. and additional entry at New York, N. Y. Copyright 1959 by The Reporter of Direct 
Mail Advertising, Inc. The Reporter is independently owned and operated. In addition to thousands 
of regular subscribers, all Members of the Direct Mail Advertising Association, 3 East 57th St., 
N.Y. 22, N.Y., receive The Reporter as an Association service. Part of their annual dues pays for 
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What this Reply-O-Letter 
doesn’t say 
makes your prospects reply 


Because, it tells just enough 

of your sales story to make a prospect 

want to hear more. 

This is the philosophy of making your direct mail sell 
the interview — your salesmen take it from there. 

And it’s highly successful. 30 to 50° more interviews. 

Reply-O-Letter inquiries are the highest quality 
you can get. In fact you can heavily “qualify” your 
prospects —and still the leads roll in. 

Find out how Reply-O-Letter with the Built-In reply 
card works to put new vigor into your sales program — 
how we keep your salesmen sold on the value of 
Reply-O-Letter leads — how our skilled writers and 
artists help put across your sales message. We've been 
doing it successfully for 25 years. 

Get further details about the sales forces 
we serve. Write for a copy of our 
booklet “It Was Answers He Wanted.” 

On your letterhead, please. 


REPLY-O-LETTER 


% Central Park West, New York 23. N.Y 


Sales Offices: 


New York * Boston * Chicago * Detroit + Cleveland + Toronto 
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We don’t claim that the mere 
sight of a Shaller-Rubin pre- 
pared mailing piece will start 
your mail-list prospects licking 
their chops over the product 
you advertise ... but it might! 


No psychological mumbo jum- 
bo to it. Just a constant aware- 
ness that no matter how fine 
a product you sell, or service 


you supply, prospects have 
to be stimulated before they 
respond. 


That's where we come in... 
with te. years experience (and 
experiment) in designing di- 
rect mail campaigns aimed at 
achieving — RESPONSE! 


If you want to ring the bell 
that will set off prospect reac- 
tion to your company’s direct 
mail, write: 


THE 
SHALLER-RUBIN 
COMPANY, INC. 


312 FIFTH AVENUE 


Ox FORD 


HO 


We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 
Direct Mail Advertising, 224-7th St., Garden City, N. Y. 


CLIP BOOKS of design and art 
subjects have been popular. Now there 
is a new one. Glenn Bernhardt, nationally 
famous magazine cartoonist, has pub- 
lished his first overall cartoon clip book. 
Sells for $9.50. Consists of 200 cartoons 
selected primarily for their adaptability 
to commercial use. Book is indexed and 
cross-indexed into 125 categories, includ- 
ing such subjects as animals, brides, 
women drivers, vacations, sports, chil- 
dren, Christmas, television, etc. Is printed 
on high gloss coated paper for maximum 
reproduction quality. Bernhardt’s car- 
toons have appeared in such publications 
as Look, Parade, This Week, True, Cos- 
mopolitan, American Legion, and many 
more. A mat service of the cartoons is 
available also at a package price of $80 
for the 200 cartoons. The new cartoon 
clip book is published and distributed 
by: Rapid Printing. 733 A St.. Hayward, 
Calif. 

eee 


THE ELECTRONIC AGE has made 
things tough for typists who must tran- 
scribe technical material. The old-fash- 
ioned typewriter can't handle the job 
But Remington Rand, Division of Sperry 
Rand Corp. has come up with an inter- 
changeable typewriter type operation 
There are now available literally hun- 
dreds of interchangeable type technical 
symbols. Typists merely snap the type 
into the head of the type bar and they 
have the symbols they need for special 
typing jobs. No need to change the 
entire type bar...no service calls 
no messy fingers. If interested get the 
catalog on the subject from your nearest 
Remington Rand office 


} BADGER PAPER MILLS, INC. of 
Peshtigo, Wisconsin ran interesting insert 
in Grand Rapids (Mich.) Press April 7 
edition. They supplied newspaper with big 
rolls of preprinted waxed paper (sample 
of consumer product called FRESHrap) 
which fed into press along with regular 
newsprint press run. Each rool was 4% 
miles long and provided 12,000 inserts. 


Message on waxed paper was repeated 
every 12 inches, so advertising message 
appeared at least once in every copy. 
Hope Badger advertising department 
waxed perfect with followup merchan- 
dising by mail. 


eee 
[) BANDING CAN BE attention getting 
in putting sets of promotion literature 
together, in calling attention to a specific 
article in a house magazine or an an- 
nual report. Many uses...sO we were 
interested in something new from Sales 


Stimulators Company, 5 E. Erie Street, 
Chicago 11, Illinois. They make inex- 
pensive moistless adhesive labels, have 
them in stock in sizes 144” by 8” to 18”. 
What's new about them is the band ends 
are latex coated for easy sticking. Write 
them for a sample and prices. 

_ 

eee 
) J. J. HERMAN MADE A HIT with 
his little 5 x 8&8” portfolio of doodles 
and philosophy. Ten inserts in the port- 
folio, entitled “How Not to Think,” 
sampled his style of art and copy. Won- 
derful demonstration of his abilities in 
creative lettering and graphic design. 
J. J. H. hangs out his shingle at 156 
E. 39th St.. New York 16, N. Y. 

eee 
) “REDUCE YOUR COSTS” is the 
line that peeks through a hole in a letter 
mailed by Barbour Bros. Steel Co., Inc., 
Trenton, New Jersey. Pretty good idea 
for dramatizing up the usual merchan- 
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Friden Cres 
One of the ways rn 
For Busine 


Marvelous Friden 


JUSTO 


can do your business 


typesets (with justified margins ) 

Jobs like these* result from Justowriter profes- 

at big SaVINes sionally on direct image 


as used by duplicating machines, or reproduction 
proofs suitable for lithographic printing. 


Compared with hot metal composition, Justo- 
writer type-composition yields real cost savings. 


The finished work is attractive, as you can see 
from this printing (itself set on the Justowriter 
and showing Justowriter-controlled justified-mar- 
gins.) Fourteen different Justowriter type faces, 
sized from 8 to 14 points, are available. 


Write today on your business letterhead for 
additional information on the Justowriter, a basic 
Tape-Talk machine in today’s “new world for 
business” created by FRIDEN, Inc., San Leandro, 
Calif, Sales, service, instruction throughout world, 


On this Justowriter Recorder (unit #1) 
any typist becomes an expert type com- 
positor. Her usual typing -- without in- 
volving special positioning or extra time -- 
produces simultaneously (a) a typewritten 
sheet, for visual check, and (b) punched 
paper tape with identical copy coded into 
the tape holes. + 


Justowriter unit #2, the Reproducer, re- 
ceives code tape ... “reads” it ... and 
automatically composes the original copy 
in clear, accurate, justified-margin form. 
All kinds of copy -- straight matter, cen- 
tered, run arounds, line leaders, tabular 
matter handled at 100 words a minute. 


(*bulletins, manuals, price lists, booklets, direc- 


FRIDEN SILVER ANNIVERSARY 1934-1959 tories, catalogs, direct mail literature, house organs) 
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NOT 
DISTURB 


OES your envelope carry this sign on it? If 
it does, you need Cupples “Personalized” 
envelopes for sure. They invite readership at 
once and are designed to give your mailing 
complete acceptance. This is of the utmost 
importance to direct mail advertisers. To make 
your next mailing the best ever, think of Cupples 
“Personalized” envelopes. Our smart striping, 
points the way for bigger sales. Call Cupples 
and arrange to have us do a sketch for you, 
showing just what can be done to beautify 
your envelope. Take that ‘DO NOT DISTURB” 
sign off your envelope and invite your cus- 
tomer in, this is good selling and good selling 
is good business. 


upples 


envelope co.,ine. 
360 Furman Street - Brooklyn 1, New York 


SALES OFFICES: PHILADELPHIA * BOSTON * WASHINGTON 


dising of a magazine reprint. Lots of 
possibilities for die-cutting odd shapes, 
odd sizes in odd positions, depending on 
what copy or headline should be high- 
lighted. 
eee 

~) WE SEE BY THE press releases that 
the B. H. Bunn Co., 7605 Vincennes 
Ave., Chicago, Ill., well known for its 
tying machines for wrapping bulk third 


class mail and other parcels...has de- 
veloped a larger type machine. It can 
be used for tying groups of packages 
together or other operations requiring 
large dimensions. If that is a problem 
in your mailing or shipping department 
.. write to the company for explanatory 
literature. 

Bunn has also developed a special ma- 
chine which will tie any bundle with a 
long, slim configuration . . . regardless 
of length and to diameters up to 1154”. 
Will be especially valuable for shipping 
trees and other nursery items. Product to 
be wrapped slips through a large cylin- 
der mounted above tying apparatus. 


NEW FOLDER extolling beautiful 
Biltmore House, Asheville, North Caro- 
lina brought back pleasant memories of 
visit last summer. If you plan meetings, 
you ought to know about this haven. 
Send for copy. Printed on Champion's 
Wedgwood Offset, folder used 4-color 
pictures made by Life. Lakeside Press 
printed half a million. Burnley Weaver 
Advertising, Asheville, NC, did copy and 
layout. 
eee 
) A NEW DIRECT MAIL CATALOG 
is now being offered by McGraw-Hill 
Publishing Co., 330 W. 42nd St., New 
York 36, N. Y. It's an up-to-date 
description of the famous “McGraw-Hill 
Direct Mail Service” as a supporting 
medium to trade paper advertising. There 
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WHY SWELTER .MAKE YOUR RESERVATION 
FOR YOUR TRIP TO CHICAGO Mu’ 


+ 4 


black white 


WHY SWELTER MAKE YOUR RESERVATION 
FOR YOUR TRIP TO CHICAGO 


‘the added punch of 


at little added cost 


| Morrison 


Color gets attention . . . increases results! 


The simplest and most economical way to add color to FOR rouk) Jog file 


your black and white printing is to use Woodbine 
Write for th Woodbine 
Colored Enamel. Automatically . .. you get a COLORED Enamel, DU. 
‘a PLEX Enamel and Duplex 
two-color job with one-color printing. “Spec” Sheets, Coated Bristol portfolios. 
They contain many samples 
sales bulletins, promotional pieces, envelope enclosures of highly successful pieces that 


offer a wide range of ideas for 


are particularly adaptable to Woodbine Colored — 1 cutting printing costs. 


Ink 
Enamel. There are 13 pleasing colors to choose from. Write also for a free 
copy of the Woodbine 


Ink Color Guide which 
For even greater color impact, use Woodbine DUPLEX Enamel 
which gives you THREE colors with one-color printing. 4 Woodbine colors. 
DUPLEX Coated Bristol in matching colors is also available. a 
Address The Appleton 
Coated Paper Company, 
N. Meade St., 


WOODBINE 


NAMETL 
APPLETON COATED 
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ENVELOPE 
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ENVELOPES 


ION 


TENSION 


ES 


PRESS! IT’S SEALED! 


No moisture. No strings. No 
metal. No special equipment. 


Tension Touch ’n Seal is the 
modern way to close packag- 
ing envelopes. Flap and en- 
velope are held tight by pre- 
applied latex. 


You eliminate entirely a 
whole step in the. packaging 
operation (wetting or sta- 
pling) with Tension Touch ’n 
Seal envelopes. Reduces labor 
time by up to 20 per cent. 


Write for samples and 
see how you can save 
with Touch ‘n Seal. In 
a complete line of in- 
stock sizes and styles, 
open-end or open-side. 


FREE 


Tension Envelope Corp. 

Campbell at 19th St. 

Kansas City 8, Mo. 
Please send me FREE “Envelope idea 
Kit for Packaging Industry,” which 
includes samples of Tension Touch 
‘n Seal envelopes. 


Nome 
Title 


Firm No 


IGOTSANSTA 


> 


* NOISNGAL 


NOISNSL 


is an interesting section devoted to ques- 
tions and answers on the direct mail 
service offered. There is a section on the 
latest postal information. The major por- 
tion of the 36-page catalog lists and de- 
scribes more than 150 industrial mailing 
lists available. You can get a copy by 
writing to Hank Henderson at the ad- 
dress above. 
eee 

TAYLOR TALKS is a house mag- 
azine we've admired for a long time. It 
is the monthly promotion of Taylor Pub- 
lishing Co., 6320 Denton Drive, Dallas, 
Texas . . . specialists in producing school 
yearbooks. Material directed to officials 
or class officers responsible for yearbook 
creation. Recently, Bob Lawler of Taylor 
sent us other promotional work 
and it’s equally good . . . especially three 
novelty pieces which are imprinted with 
name of salesman covering each territory. 
All backed up by fine testimonials. A 
well coordinated campaign of selling the 
slogan, “The world’s best yearbooks are 
Taylor-made.” 


some 


“HOW TO USE DIRECT MAIL to 
Promote Your Business” is the title of 
a brand new 32-page, 6” x9” booklet 
offered by Pitney-Bowes, Inc., Stamford, 
Conn. Get a copy quick for your idea 
file . . . or for teaching beginners in your 
office. The material ts slanted toward 
smaller businesses . . . but has ideas for 
everyone. It's an ideal primer for those 
who have wished to use direct mail, but 
never knew quite how to get started. 
Only six last pages devoted to postage 
matters and Pitney-Bowes machines. All 
the rest a boiled-down course in why, 
when and how. It ought to be good .. . 
was prepared for P-B by Dickie-Raymond 


of Boston. 
eee 


| GOOD PROMOTION by Ed Pittenger 
of Direct Mail Advertising Co., 656 W. 
Washington Blvd., Chicago 6, Hl. It’s a 
combination demonstration packet, idea 
kit and filing folder. The cover, opened 
out flat, gives a bird's-eye sketch of all 
the department Inside pocket 
holds samples of processing, average cost 
sheets, case history reports and ideas for 
bettering direct mail results. Well done. 


facilities. 


— 
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AN UNUSUAL FORMAT was used 
from Canonsburg, Pa. by 
Pennsylvania Transformer Division, Mc- 
Graw-Edison Co. Their envelope meas- 
ured 3'4” x 11”. Inside, a letterhead just 
242” wide by 1054” long. Processed let- 
ter with typewriter type lines averaging 
about 1°94” told about a “story unfold- 


in mailing 


ing.” Signed by William G. Swoish, mgr. 
distribution Attached to letter a 
circular same thin size. But when accor- 
dion folds opened successively . . . the 
whole story is on a sheet measuring 
1034” x 1544” (printed on both sides). 
A good change of pace from the usual in- 
dustrial formats. 


sales. 


— 
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[) A COMPACT, PORTABLE TYPE- 
SETTER called the FOTO-RITER makes 
its bow as a photographic headline setter. 
Price, $139.50. Weighing five pounds, the 
Foto-Riter produces sharp, black copy 
in a continuous strip already letterspaced, 
justified or adjusted in any way. Re- 
verses, screens, insignias, scripts, pat- 
terns and trademarks are produced with 
equal ease. 


Photo paper, transparent film and de- 
veloping kits are available. Full informa- 
tion about the Foto-Riter, including a 
free 10-day trial offer without obligation, 
can be obtained by writing direct to 
Foto-Graphic Products Company, 2701 
14th Ave. South, Minneapolis 7, Minn. 


eee 


AN ENVELOPE received recently 
from the Collin Street Bakery, Box 
836, Corsicana, Texas, carried this mes- 
sage on the flap: “No one likes to have 
his name or address misspelled. If there 
is any error on this envelope, please 
correct and return the envelope to us. 
Thank you.” A good idea. Especially 
for mail order people, whose customer 
important. This outfit sells 
Corsicana Fruit Cake” 


names are 
“That Famous 
by mail. 


() A BEAUTIFUL PIECE of printing 
was produced recently by Laurel Process 
Co., Inc., 601 W. 26th St., New York 1, 
N. Y. . as an example of the effects 
possible by lithography on aluminum 
foil. Those effects are startling. In this 
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FACTORY 
FRESH 


ALL HAMMERMILL GRAPHICOPY” PAPERS are 
cartoned to protect them against damage, 
packed and ream wrapped to preserve their 
balanced moisture content. They remain free 
from curl, run without a hitch. 


SQUARE 
CUT 


ACCURATELY CUT 81 by 11 and 84% by 14 
Graphicopy Papers let you run fast without 
paper misfeeding or jamming. Hammermill 
Graphicopy Papers are specially designed for 
office duplicating and printing. 


FOR TOP 
PERFORMANCE 


FOR ALL YOUR OFFICE PRINTING and duplicat- 
ing equipment, get Hammermill Graphicopy 
Papers. Ask your Hammermill supplier for 
your free Graphicopy Paper Selection Guide. 
There are 200 items in 19 different grades of 
paper. Order by number—with one phone call. 
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HAMMERMILL PAPER COMPANY, ERIE, PENNSYLVANIA 
| ® Ab 


particular case the bright finish aluminum 
foil was laminated to one side of a 
10 pt. coated cover stock. Lithographed 
on the foil side are specimens of silver- 
ware, watches, lipstick, rings, kitchen- 
ware and gift packages silhouetted on an 
ivory background and in a wide range of 
colors. There is a look of freshness and 
sparkle that is strikingly modern in its 
effect. Better get a sample. 
eee 

ff UNIQUE PIECE FOR CROWN 
PLASTICS. Bane Advertising Agency, 
391 Monterey Blvd., San _ Francisco, 
Calif., recently created a unique invita- 
tional mailing piece for their client, 
Crown Plastics, Inc. of San Francisco, 
manufacturer of Plexiglas windshields 
for pleasure boats. The mailing piece is 


a miniature replica of the client’s stand- 
ard size shield, cut and formed of clear 
Plexiglas in Crown's plant. Normal over- 
age material from their production run 
was used for the mailers. The message, 
an invitation to boat builders to visit 
Crown's showing of their 1959 line at 


HAND IN HAND the recent Chicago National Boat Show, 
; was silk-screened on the face of the tiny 
shield. Boat builder attendance and com- 
mail serves hand ment at the Crown exhibit pointed up 
; with your salesman “e paving the success of this unique, “difficult-to- 
way for him, his throw-away”™ ac- 
count group for Crown Plastics, Inc. is: 

effort, ospects Ron Hofling, Account Executive and 


rd and able — Chet Moore, Art Director. 


F : eee 
3 A ONE-GIRL MODEL carries 
a genuinely helping. hand to your ‘ through on each page of an eight-page 
sales program, look to the spe- folder which dramatizes for printers a 
_ cial promotional experience re “Stitch-A-Fold” machine offered by the 
the Hickey Murphy Division of Macey Co., 13835 Enterprise Ave., 
James Gray, Inc. You'll find Cleveland 35, Ohio. The well chosen 
- the creative service, flexible | model does all the talking in print to 
— enou to meet your specific show how this machine makes possible 
4 ‘direct mail needs. P a one-girl bindery with tremendous sav- 
; ing in time. Well handled. 
For of practical direct 7 
eee 
To Put. orma ave as credit cards, graphs, price lists, bulle- 
= yg our D irect tins, charts . . . there is a new, simple 


method of imbedding them in_ plastic. 
It can be done without any machinery or 
equipment of any kind. The Carr Corp., 
3407 Prospect Ave., Cleveland 15, Ohio 


T H E | C Y M U Y D | | | 0 N is offering a product called “Plain-Vu.” 
They i astic sets which, 


are simply plastic sheets 


0 F JA M ES 6 « AY IN C when the backing is removed, seal to- 
. 


216 East 45th Street, New York 17, New York « MUrray Hill 2-9000 THE REPORTER 
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BUSINESS COMES - AND GOES PLACES in these ten U. S. Envelopes. Small Return envelopes 
bring big response; Mono Outlooks® carry invoices. Correspondence goes First Class and Air Mail, and large 
enclosures travel fast and flat in the two Columbian® Mailers. A Columbian Snap Fastener moves from desk 
to desk; Columbian Safeway Mailers carry photos safely without stiffeners. Famous Columbian Clasp in 24 
sizes is “Everyman’s Briefcase;” and the Dubl-Grip® Self Seal® envelopes seal securely over bulky objects with only 

. The Envelope Selector Chart shown here can be your pocket index to 70 standard 


a touch of the fingers . . 
U. S. E. Envelope styles, free. 
UNITED STATES ENVELOPE COMPANY 


Springfield 2, Massachusetts 


Vu 
Ust ° 14 Divisions Coast to Coast 
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CUT YOUR 
MAILING 


COSTS! 
WITH THE 
MODEL 


This portable table SAXMAYER 
Model No. 6 is especially adapted 
to tie letter mail—also designed 
for general purpose tying of bun- 
dies in any sequence up to 6” high 
without adjustments. Adjustable 
legs and casters available at a small 
additional cost. 

All SAXMAYER tyers are noted 
for SAFETY — automatic releases 
where needed; SIMPLICITY — all 
working parts are interchangeable ; 
not only attractive in appearance 
but also EFFICIENT — fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 


Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera- 


ture. 
DEPT. M 


NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 


If you MAIL to EUROPE... 


Consider the economy of hav- 


ing your printing and mailing 
done on the Continent. News- 
week, Reader's Digest and the 
New York Times have discov- 


ered the advantage. 


Write for information — 


no obligation. 


DeMutator M. V. 


Willemsparkweg 112 
Amsterdam, Holland 


gether with your document inbetween. 
Anyone can do it in a few moments of 
time. Can also be used for protecting 
and making permanent file folder tabs, 
protecting color samples, photographs, 
etc. Sheets come in a wide range of 
sizes. You can obtain samples and de- 
scriptive folder by writing to the com- 
pany at address given. 
eee 
} DIRECT MAIL has one dimension 
no other print medium can claim 
action demonstration of the product. 
We've been noticing a growing use of 
slide viewers packaged as a direct mail 
promotion. Ciba Pharmaceutical Prod- 
ucts, Inc. recently mailed a boxed kit 
to 80,000 physicians. Kit contained a 
plastic, single film viewer (manufactured 
by J & M Zadiix Products Co.) and four 
slides illustrating before and after as- 
pects of certain dermatological disorders 
plus a sample tube of a new preparation 
for skin disease. The Dow Chemical Co. 
are distributing to dealers and salesmen 
an easy-to-carry, 442” square plastic 
case in which are packed a collapsible 
3D viewer and six slides which show 
advantages of new type of paint. Later 
on the same dealers will receive addi- 
tional sets of slides picturing benefits of 
other Dow products. Tremendous possi- 
bilities in this type of visual direct mail. 
eee 
GADGETS or Sales Letter Stoppers 
seem to be getting more popular . . . in 
spite of some objections to their use. 
They are good, when appropriate. We've 
been examining some of the current cata- 
logs and price lists. Its amazing how 
many items are available plastic 
miniatures of nearly everything; invisible 
ink post cards, magic tricks, puzzles, 
novelty premiums of all kinds. If you 
want to know about such things 
write to these folks for their catalog and 
price list: American Advertising Special- 
ties Co., 251 Rockaway Ave., Brooklyn 
33, N. Y.; The Marvic Co., 861 Man- 
hattan Ave., Brooklyn 22, N. Y.; Hewig 
Co., 45 W. 45th St.. New York 36, N. Y. 
There are others but pieces from 
these three reached us this month 
and will give you a start. 
— 
eee 
HAVE YOU NOTICED how many 
advertisers are using screwball characters 
and poses to put across their stories? 
Latest disciple of offbeat humor 
Consolidated Water Power & Paper Co., 
135 S. LaSalle St., Chicago 3, Ill. Trade 
and business paper ads feature comedy 
pictures posed by Louis Nye (Gordon 
Hathaway) who appears on the Steve 
Allen NBC-TV Show. Printers and paper 


merchants are getting preprints of the 
ads in portfolios telling about the cam- 
paign and including more of the screw- 
ball pictures. We are not sure, but think 
this trend toward humorous character 
studies was started by the late Max Stern, 
who designed and posed for the prize- 
winning Albany Products campaign. At 
any rate . these campaigns are great 

when handled correctly. 

— 

eee 
WE'RE OFTEN ASKED ... 
involved in keeping a mailing list in 
tip-top shape? The answer varies with 
the particular market in mind. Some 
kinds of people move more than others. 


what's 


Take doctors, for example. At Fisher- 
Stevens, Inc., largest medical mailing 
service in the country, at 120 Brighton 
Road, Clifton, N. J., it takes 35 people 
more than 5,000 hours every month to 
keep their 200,000 physician list up-to- 
date. Changes average 15,000 per month. 

eee 
} AUTOMATION seems to be here to 
stay . . . and getting more so. The first 
inserting and mailing machines were 
spectacular enough, but now Bell & 
Howell has come out with a new Phillips- 
burg (N. J.) inserter which does just 
about everything. Will handle envelopes 
from 338” x 62” up to and including 
9” x 12”. Can insert two, four, six or 
even eight separate enclosures. Machine 
also has a built-in postage meter, punch 
card attachment, open-feed station and 
postal indicia printer. Conveyor type 
stacker. 

eee 
} ADD TO SOURCES for stock art the 
following: (You can write for descriptive 
literature.) Idea Art, 309 Fifth Ave., New 
York 16, N. Y. and Cobb Shinn, 723 
Union St., Indianapolis 25, Ind. 


eee 
IF YOU HAVE A GIRL in your 
office who cuts duplicating stencils at 
times . . . she might like to read a book- 
let, “Tempo Stencil Tips to Typists,” 
available from Milo Harding Co., 500 


Monterey Pass Road, Monterey Park, 
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THE 


MARKET 
FOR A BETTER 
PAPER? 


... compare the 
outstanding quality 
of papers by 


= 


Unique among all the printing papers on the 
market are Bergstrom papers — made from 
virgin pulp, scientifically blended with mellow 
deinked bookstock. This basic 
papermaking technique, progressively improved 
since 1904, has made Bergstrom papers 
outstanding for dimensional stability . . . 
dependable uniformity . . . trouble-free 
printing. Bergstrom’s Book Papers 
have had, for 55 years, a world-wide 
reputation for quality. And then, in 
recent years, Bergstrom’s product expansion 
program has resulted in the marketing of 
THOR Offset Papers for monotone or full 
color offset printing ... ODIN Office 
Printing Papers available in mimeo, smooth 
and bond finish for use on any type of 
office printing equipment . . . and 
— sensitized SAFETY PAPERS for complete, 
unalterable protection of negotiable papers. 
If you are considering a change in your paper 
source, it will pay you to get the facts 
about Bergstrom! You'll be glad you did. 


PAPER COMPAN Y 
NEENAH, WISCONSIN # FOUNDED 1904 
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Calif. at no charge. Helpful hints, short 
cuts, and best practices to aid in finer 


copy results. 


ROYAL TYPEWRITER promoters 
embarked on an interesting experiment 
last month. A mailing campaign is being 
directed to 12,500 school board members, 
school officials and typing teachers in an 
attempt to overcome the lure of strictly 
“bid” business. Pieces in campaign em- 
phasize that the typewriter itself is an 
important part of the teaching process 

more important to get the best than 
to depend entirely on competitive bid- 
ding and “over-allowances.” Each miail- 


Seasonal 
Stationery 


for your mailing list 


ing calls attention to nine different points 
of consideration in addition to price 
which should enter into any purchasing 
decision on typewriters. 


— 
eee 


) AN UNUSUAL CAMPAIGN is being 
conducted by the Eagle Penci! Co. About 
half of a $100,000 budget is being used 
for direct mail to publicize a_ recent 
closed-circuit telecast from Danbury in 
which Eagle products and production 
were described to 8,000 purchasing agents 
and office managers in twelve cities 
throughout United States and Canada. 
The advertising campaign, through Bat- 
ten, Barton, Durstine & Osborn, is based 


~ 


Would you like to send your customers and prospects letters that 
have all the punch and selling appeal of expensive direct mail pieces? 
Of course you would, and with Arthur Thompson & Co. full-color 
Seasonal Stationery you can do so at a cost of little more than an 


ordinary letter. 


Now at your nearest Arthur Thompson & Co. distributor is the new 
1959 Fall and Christmas PORTFOLIO that displays new beautiful 


natural-color lithographed Christmas 


letterheads and _ envelopes, 


Christmas cards (including the popular high-gloss type), rich-looking 
steel-engraved Christmas letterheads, Thanksgiving letterheads and 
others. All you do is imprint your personal message and mail. 


Nothing could be easier than that. 


Plan now to take advantage of this attractive, easy way to supplement 
your direct mail program. Ask for your free copy of the 1959 Fall 
and Christmas PORTFOLIO from the nearest Arthur Thompson 


& Co. distributor. 


ARTHUR THOMPSON & CO. 


109 MARKET PLACE 


* BALTIMORE 2, MD. 


on results of the telecast test, which was 
arranged by Theatre Network Television, 
Inc. 


== 
eee 


- IF YOU HAVE A PROBLEM in 
your shop or office of getting special 
lettering for headings, etc. in a hurry .. . 
better investigate the fairly simple ap- 
paratus manufactured by Varigraph Co., 
Madison 1, Wis. A stylus arrangement 
with many available type templets allows 
an operator to turn out creditable letter- 
ing for reproduction. Write for catalog. 


THE YOUNG LADY shown here is 
actually sailing in and on paper. We 
probably won't have paper boats 
but the picture was made to dramatize 
a new moisture resistant corrugated 


board maarufactured by Hinde & Dauch 
Division of West Virginia Pulp & Paper 
Co. Trial boat and rudder were con- 
structed with new product which will be 
used for packaging fruits and other wet 
products with lighter weight than ever 
before possible. 


(| BORDERLINE MAIL ORDER op- 
erators are finding the going rough in 
space and time media, so reports one of 
our most reliable confidants. The public 
isn't half as anxious to take a chacce 
on mail order offers through the maga 
zines and over radio as they used to be, 
sO response is down, cost per order is 
way up. We're told that the borderliners 
are turning to the mails, doing some list 
refining, so we can expect a rash of low 
grade rackets in the months to come. As 
you get them at home and in the office, 
mail them to us. We'll see that proper 
authorities see and take action. The pub- 
lic can become as disenchanted with mail 
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Sorg’s EQUATOR INDEX does it All 


...and does it to perfection! 


DIE-CUTTING SCORING FOLDI 


Here’s Why EQUATOR INDEX rates so high! 


Possessing a super-smooth, surface-sized finish that produces beautiful 
printing results at more profitable press speeds, and a tough, one-piece 
construction that takes easily to all bindery operations—it’s little 
wonder why Sorg’s Equator Index Bristol has become such an over- 
whelming favorite with thousands of paper buyers. 


But Equator Index rates high for other reasons, too! Its range of 
six colors and new, brighter, truer white are used to give variety of 
color to series mailings and color identification to business forms and 
records. Moreover, you can use Equator Index colors, printed in solid 
and tints, to produce striking multi-color effects with just a single 
press impression. 


Ask your Sorg distributor for Equator 

Index Bristol Sample Portfolios and And don’t forget—the variety of sizes and weights available in Sorg’s 

Swatch Books showing the full range : : 

of colors, sizes, and weights. He'll be Index lets you select the sheet that will give you maximum finished 

happy to supply you. pieces—with minimum waste. Call your Sorg distributor for sample 


sheets, and test Equator Index to your own satisfaction! 


PER COMPANY Middletown, OhA/o 


© Manufacturers and Converters of Stock Line and Specialty Papers 
Offices in NEW YORK « CHICAGO «+ BOSTON « ST. LOUIS « LOS ANGELES 


SORG STOCK LINES 
WHITE SOREX » CREAM SOREX « LEATHER EMBOSSED COVER + PLATE FINISH » EQUATOR INDEX BRISTOL +» REGISTER BOND 
MIDDLETOWN POST CARD + 410 TRANSLUCENT « EQUATOR LEDGER + SORG'S BLOTTING « BRILLIANT VELLUM 
TENSALEX GRANITEX PARCHTEX 


woe 


| 
| 
The selt-mailer snown atrigntistypical 
the outstanding work being done — 
en Sorg’s Equator Index by printers 
e 
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EQuaTor Index Bristo! 
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PRIDE 
IS THE DIFFERENCE 


Atlantic 
Offset 


New bright white shade adds 
extra sparkle to both black-and- 


white and multi-color work. 


Moisture-controlled dimen- 


sional stability assures accurate 


register and smooth ink 


coverage. 
Regular or Vellum Finish. 


Offset paper at its best. Ask 
your Franchised EASTERN 
Merchant for samples. Or 


write direct. 


EASTERN 
bey 


EXCELLENCE 
FINE PAPERS 


EASTERN 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 


order mail as they apparently have with 
mail order through media. Can 
hurt all of us who are contacting legiti- 
mately. 


mass 


eee 
|) STREE ADDRESS DIRECTORIES 
are now available for most of the Chi- 
cago area, not only for city but for most 
of the suburban New book of 
north suburban area came out April 1, 
177,000 families and 
businesses by street classification. Direc- 
tories carry no advertising and are leased 
(not sold) to users on an annual basis. 
Information can be obtained from the 
Reuben H. Donnelley Corp., Street Ad- 
dress Directory Division, 407 E. 25th 
St., Chicago 16, IL. 


areas. 


listing more than 


oe 

| PLANNED CIRCULATION, 19 
West 44 Street, New York 36, New 
York, has a new booklet out. Second in 
series. Written for Mary McGuire by 
Dave Margulies, President, Damar Prod- 
ucts, and edited by Mitch Gresser, pro- 
motion manager, American Institute of 
Certified Public Accounts. Title: The 
Function Of Mailing Lists. Dave does a 
nice job of through a sample 
problem of getting a mail order item 
into the mail to proper lists. You should 


see a copy. 


going 


eee 
|| RECEIVED A SKID OF PAPER 
from P. H. Glatfelter Company, Spring 
Grove, Pennsylvania a miniature 
skid measuring 4” x 4” x 3%”. Inside 
miniature was approximately 800 sheets 
of note sized paper, sampling colors and 
weights of Monoplane Bond. This was 
the final piece in their recent series of 
direct mail to customers and prospects, 
created by Hickey Murphy Division of 
James Gray, Inc., 216 East 45 Street, 
New York 16, N. Y. 
eee 
) FOR FIRST TIME in history . . . the 
Canadian and USA _ governments will 
issue simultanously a commemorative 
postage stamp with same identical design 
(except for wording of captions). On 
June 26, 1959 both governments will re- 
lease the St. Lawrence Seaway stamp. 
In Canada .. . at Ottawa; in USA, at 
Massena, N. Y. for first-day cover 
enthusiasts. One more good example of 
cooperation between two friendly nations. 
— 
eee 
| If WOULD BE DIFFICULT to clas- 
sify the readers of The Reporter under 
any set pattern. We are constantly being 
surprised by learning of new or unusual 
interests of our subscribers. Among the 
most recent unusuals . . . a letter from 
Malcolm J. Ruhl of Northeastern Model 


Materials (P. O. Box 173, Andover, 
Mass.) tells how he is using direct mail to 
introduce model building materials to 
architects, engineers, designers and dis- 
play specialists. Northeastern kits have 
been highly regarded by adult model rail- 
roaders ... but now the fascinating and 
highly accurate miniature construction 
pieces are being promoted among the 
professionals. The catalogs and sample 
package Mr. Ruhl sent are fascinating 
and we wish him good luck in this new 


direction. 

MONTGOMERY WARD & CO., 
Chicago mailed during April its largest 
summer sale catalog. The 520-page, 64” 
x 914” merchandiser went to a five mil- 
lion customer list. Each weighed exactly 
a pound. Total mailing consumed 2,500 
tons of paper .. . a hefty job for the 
Post Office. Most unusual feature of 
mailing . . . there were price reductions 
on 20,000 merchandise items averaging 
9.58 percent .. . but diamond rings were 
reduced by 15 percent. Some lawn sup- 
plies had reductions as high as 32 per- 
cent. A whale of a merchandising job. 


eee 

- THE NEW DRAKE IMPRESSIONS, 
house magazine of The Drake Press, 333 
S. Broad St., Philadelphia, Pa. . . . has 
a most unusual format for a printer's 
self-advertising piece. Third in new series 
came packaged in an 8'2” x 10%” car- 
ton enclosed in envelope. Inside, a com- 
pletely blank appearing 8” x 10” folder. 
Opens once into a_ three-wing, telling 
early history of printing. After opening 
successive folds, you arrive at a 24” x 37” 
sheet printed on one side only . . . with 
a fanciful, colorful story of a visit to 
the Drake plant by the Korean and Ger- 
man fathers of printing. Amusing 

and of course a beautiful example of 
Drake production. 


JJ) 
7 A GOOD EMPLOYEES MANUAL 
is now being used by the Jack Tar Hotel 
Chain (main office at 6th & Boulevard, 
Galveston, Texas). The 16-page, 5” x7” 
booklet has a welcoming letter from 
President Ed Leach tucked into a pocket 
inside cover . . . including short history 
of chain's start and growth. Rest of pages 
devoted to explaining all rules and regu- 
lations for employees. It was designed 
primarily to keep both guests and work- 
ers happy and in step with the Jack Tar 
slogan, “Prepare to be Pampered.” Good 


job. 

-) THE SEATTLE, WASH. Advertising 
& Sales Club held its Annual Awards 
Banquet on April 10 . and for the 
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PRIDE IS A LION. The sight of a small boy pulling a ferocious tail. The 
satisfaction of putting a smile on a grandson’s face. Pride. The joy of things more 
than well done. A reason proud printers turn often to Atlantic fine papers. 


EaSTERS 
Eg Cover - Bond - Opaque - Offset - Ledger - Mimeo - Duplicator - Transiucent At lantic 


EASTERN FINE PAPER AND PULP DIVISION - STANDARD PACKAGING CORPORATION - BANGOR, MAINE 


* Bosis 80 


Finish 


Regular 


ed Offset on Ationtic Offset - 


Print 
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first time the Northwest Chapter of Mail 
Advertising Service Assn. sponsored an 
award for excellence in direct mail ad- 
vertising. The winner: Cole and Weber 
Account Executive Bob Harrison . . . for 
a 24-page, four-color lithographed book- 
let for Weyerhaeuser Timber Co., Tacoma 
1, Wash. We can applaud the choice . . . 
a most beautiful pictorial story of what 
is done with wood, “Forest Products 
From Tree Farm to You.” Worth having 
for educational reasons . . . and for the 
idea file. 


eee 
[) WANT A NOVELTY premium or a 
gift for fishermen friends? How about 
this Fisherman's De-Liar? 


Folded . . . it will fit in watch pocket. 
Two sizes. One weighs and measures up 
to eight pounds and 24 inches. Larger 
model weighs up to 28 pounds and meas- 
ures 42 inches. Get details from: Langley 
Corp., 310 Euclid Ave., San Diego 12, 
Calif 

ADD TO GOOD SELF-PROMOTION 
by printers .. . the pieces being issued by 
Agency Lithograph Co., 216 S. E. Grand 
Ave., Portland 14, Ore. Last one titled 
“Debating the Bait?” Tipped inside 
french fold format was a Poulsen trout 
fly. Copy ties in well with theme that 
skilled fishermen know what type of bait 
to use. Skilled selling in print also needs 
the right kind of bait prepared by profes- 


sionals. 
eee 


(1) HAVE YOU SEEN the chart issued 
by The Cincinnati Time Recorder Co., 
Cincinnati 14, Ohio to show what “only 
five (5) minutes” lost time each day costs 
annually in organizations of different 
sizes and different hourly wage scales? 
It’s frightening. Computations were based 
on an 8-hour day, 5-day week, 255 work- 
ing days per year, with overhead cost 
taken equal to hourly rate. For instance, 
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if your company has 50 employees at 
an average hourly rate of $2.50 .. . the 
five minutes lost time each day amounts 
to $5,313 poured down the drain. Proving 
that coffee breaks are expensive. A num- 
ber of associations have included this 
chart in newsletters and bulletins. Perhaps 
some of you can find a good use for it. 


eee 
[1 TOM CONNELLY of The Connelly 
Organization, Inc. celebrated his move 
into brand new, double-the-space head- 
quarters at 2400 Walnut St., Philadel- 
phia 3, Pa. . . . by a tricky Zip-Open 


envelope mailing. Pull out the string to 
which were attached five die-cut circles, 
keys, maps, telling about the new Con- 
nelly building. Well done. 


[) CREDITING PROBLEMS: Every 
once in a while, we credit a quote or an 
item to one person and find out later it 
was originated by someone else. Happen- 
ed again in April 1959 Reporter, page 60. 
That kidding Business Forecast about the 
“lowdown on the slowdown” was actually 
originated by the editor of the Inter- 
national Newsletter of Systems and Pro- 


Says a Professional. .. 


... yet anybody can get outstanding results: “We find ProType 
faster than any other method . . . it eliminates handlettering.. . 
and we can keep up-to-date with new type faces while saving 
hundreds of dollars on metal fonts. ProType actually helped us 
secure several new agency accounts.” 


So says C. J. Caswell, president of Loheide-Cas- 
well Co., fine typographers in Peoria, Ill. He’s an 
old pro who appreciates speed, ease and economy 
of sharp, clean headlines or blocks of type produced 


by ProType on film or paper. 


But you needn’t be a pro to profit by the inge- 
nious, simple, low-cost ProType. You can get profes- 
sional results with only a few minutes practice. Pro- 
Type does everything possible with type . . 
then some. ProFonts, in 10,000 type sizes and faces, 


range from 6 to 90 point. 


Mail coupon today for further information. 


Davidson Corporation, 29 Ryerson St., Brooklyn 5, N. Y. 


DAVIDSON CORPORATION 
Subsidiary of Mergenthaler Linotype Co, 
29 Ryerson Street, Brooklyn 5, NY 


Arrange demonstration 
Send brochure on ProType 


. and 


Zone State 
KDMA 6.59 
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OOO | cedures Assn. of America, headquarters 
DIRECT MAIL COPYWRITER ‘ | at 4463 Penobscot Bidg., Detroit 26, 
Mich. Thanks to Executive Secretary Dar 
We are a 50-year-old company selling business publications by mail. E. Tisdale for showing us the October 
Sales run into the millions per year. Copy is hard-sell, lean, lively. 1958 issue in which it appeared. Harry 
The man we are seeking is a Copy man who will welcome the oppor- Higdon has been campaigning for years 
tunity to be free of executive responsibilities so he can concentrate on to get all house magazine editors to give 
copy, sales ideas and new products. credit to all original sources on items 
This is a lifetime opportunity with a good starting salary and a seprinted. Thet would go a long way & 

challenging and growing future. All employees participate in Profit- preventing mistakes in crediting. 

Sharing Plan and other liberal benefits. dda 
No age limit. Write factual letter describing particularly your past () TWO-VOLUME composite catalog is 
experience and what you want the future to hold for you. K being offered by Peninsular Paper Com- 
pany. 118 different samples of Cover 
BOX 65 Stock and Colored specialties are pre- 
The Reporter of Direct Mail Advertising 

‘4 sented for examination in the new 
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Grn, ey on roll paet ing, y! 

reprinting, ALWAYS ON HAND 

like found money 

Books. In two x 11” plastic bound 

* ORegon 5-2213 volumes, paper specifiers can consider 

all colors and all weights of each of the 

twelve Peninsular stock brands. In addi- 

tion to the actual sample sheets, the 

Composite Sample Books present a de- 

scription of the characteristics of each 

brand . . . use suggestions . . . produc- 

tion pointers . . . specifications and in- 

formation on weights and sizes stocked 

Available to printers, advertisers, art 

directors and other paper specifiers 


EXCLUSIVE WITH through Peninsular paper merchants 


— AHREND throughout the country. 
1. 231,000 Rocket — Missile — and Aviation Executives and Engineers [TJ 


eee 
A DEMONSTRATION PACKET is 
350,000 Active Charge Account Customers of Large Women's 


Apparel Chain available free from Radiant Color Co., 
830 Isabella St.. Oakland 7, Calif. . 


AH REND | 9 Many not in any directory for those interested in using fluorescent 

oe <j : colors. Attached to cover of packet is a 

ASSO 1 601 madison a €., N.Y. 220 plaza 1-0312 cardboard frame of plastic glasses which 
ATES 

ASK FOR SAMPLE OF AHREND CELLO-LETTER, TOO! —<nadles the viewer to see graphically whs 


fluorescent colors are much brighter than 
conventional. Included . . . interesting 
specimens of actual use by industry. 


TALKIN ee | Worth getting. 
POST CARD | ADDRESSES ON LABELS | 


i | [) WANT TO KNOW how big a job 
Full 3 Million Labels 7.50 per M Post Office handles in delivering Income 
J; / y ; New York Mass. | Tax Forms for Treasury Dept.? The 
Coles: : Ohio R. I. | 1958 forms required 93,935 postal sacks 
Wisc holding 58,734,000 forms transported 


in 68 railroad cars and 65 trucks. 2,002 


DRAMATIC Penn. 
hf i 

Sea Conn. Minn. additional sacks were moved in small 

full color plus Postal Patron labels for all of above lots via miscellaneous media. Mailings 


sound recording. Good for 200 ploybacks. New states available in whole or in part. originated in Ogden, Utah; Kansas City, 


techniques assure high quality ond low prices. 

Box 66 

Write to CONSOLIDATED LITHO. CORP. The Reporter of Direct Mail Advertising 
[Paper Record Div. Carle Place, t.1..N.Y. THE REPORTER 
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Natural 
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x Crisp, clean, sparkling performance besides 


uniformity of weight and sharp-as-a-whisker 


cutting accuracy will leave you purring 
with satisfaction. Snowland Bond's smooth 
running ability on modern high speed presses 
as well as on small duplicating equipment 


will rub you the right way every time! 


Naturally strong and soft to the touch, 
Snowland Bond stems from a proud and 


healthy family tree. Husky wood fibers 


nurtured in scientifically controlled 
: forests always provide the desired results 


to the exacting qualities demanded by the 


Fraser family of fine printing papers. 


Stocked and sold by leading paper merchants. 


SNOWLAND BOND 


* , e / 
For Business Forms, Commercial Printing, Converting Processes, Publications, 
Catalogues, Directories, and our Snowland family of Fine Printing Papers. 


FRASER PAPER, LIMITED 


Sales Offices: NEW YORK, CHICAGO Mills: MADAWASKA. MAINE 
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STILL 


ON OUR 50TH ANNIVERSARY 


Globe sets up your names on plates for as low as 2¢— 
addresses them at speeds up to 60,000 per hour on your 
orders —at less cost than your own department. Will use 
your present system, or any system desired. 


Takes all the machinery out of your office, expands your 
capacity to hundreds of employees, frees executives for 
more important matters. 

For publishers complete service available from cage to Post 
Office. You open mail to take out remittances. Globe does 
all the rest—renewal series, collection series, changes of 
address, correspondence, premiums, preparation of 
reports, etc. 


No distance barrier —can be handled from anywhere. 
Visitors to our convenient plant made welcome. 


Telephone OR 5-4600 for appointment, 
or drop a line to D. M. Hopney. 


GLOBE FULFILLMENT CORPORATION 


(An extension of Globe Mail Agency, Inc. and pred 


148 West 23rd Street, New York 11, N.Y. « + ORegon 5. 4600 


ROBERT w. FOX 


THE HODES-DANIEL COMPANY 
Direct Mail Advertising 
352 FOURTH AVENUE, NEW YORK 10, N. Y. 


Mo.; and Lawrence, Mass. Internal Rev- 
enue and Post Office people are already 
working out strategy details for the early 
1960 mailing of 1959 forms. This is the 
type of public service work most neces- 
sary for the functioning of the govern- 


ment. 
eee 


[) TWO LISTS you might like to know 
about: Special list of firms founded in 
1919, 1920, 1934 and 1935 ... to fill 
demand for those celebrating or about 
to celebrate the 25th or 40th anniversary. 
Price is $5. Available from Etna M. 
Kelley, 647 Hudson St.. New York 14, 
N. Y. Miss Kelley also compiled the Busi- 
ness Founding Date Directory, published 
by Morgan & Morgan, New York, which 
lists over 10,000 firms founded between 
the years 1687 and 1915. The other list 
. a Catalog of all lists available in the 
oil industry. Write to Oil Industry Mail- 
ing List Co., 405 Tuloma Bldg., Tulsa 1, 
Okla. Thomas E. Robinson is the man- 
ager. 
— 
eee 


) ABBOTT LABORATORIES SUB- 
SIDIARY in England won the British 
Direct Mail Advertising Association’s 
cup for the best house journal of the 
year, “What's New” (same copy, art, 
etc. as American edition, only it’s printed 
in England). This is the fifth time “What's 
New” won in England, and nobody seems 
to know how many awards the wonder- 
ful house magazine for physicians has 
won in the United States. Wouldn't it be 
a good idea for everyone to get together 
and declare Abbott's entry as tops for all 
time and hereafter barred from compe- 
tition? Then some of the lesser, but 
good, productions would have a chance. 

— 
eee 


LAMINATING of important docu- 
ments, pictures, charts, etc. can be done 
in your own office by a new automatic 
laminating machine developed by Gen- 
eral Binding Corp., 1101 Skokie High- 
way, Northbrook, Ill. Machine occupies 
no more space than a typewriter. Will 
handle material 17” in width by any 
length up to the 2,000-ft. film roll ca- 
pacity of the machine. Get full details 
from company. 

eee 


[) THE TRAVELERS INSURANCE 
CO. of Hartford, Conn. has just released 
its annual traffic safety booklet, The 
Luckless Legion, published annually since 
1931, except for the war years. This one 
seems to be the best yet. Filled with 
cartoons which house magazine editors 
and others can reproduce as part of con- 
centrated campaign to reduce accidents. 
Get a copy. The Travelers Insurance Co. 
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COLOR PHOTO BY ANTOW BRUEHL 


“Are you sure youre not sending a boy?” 


A LETTERHEAD intended to do a 
man’s work should look the part- 
yet how many cross your desk that 
appear to be business “orphans” ? 
Look to your letterhead. Does it 
reflect the nature, the stature, the 
personality of your business? Look 


HOWARD PAPER MILLS, INC. 


ward 


Companion Lines: Howard Ledger * Howard Mimeograph 


Printed on Maxwell Offset 


at the bond on which it’s printed. 
Does it have the whiteness, the 
strength, the feel, the finish of 
Howarp Bonp? 

It’s the combination of a good 
letterhead design and Howarp 
Bonp that creates letterheads of 


distinction, and business corre- 
spondence that will be respected and 
successful in a discriminating world. 

Ask your printer or paper mer- 
chant to show you Howarp Bonp 
and in an at- 
tractive array of colors and finishes. 


in whitest white 


* HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


“The Nation’s 


Bond 


Business Paper” 


Howard Duplicator * Howard Posting Ledger 
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Discoveries 


In 


American 


Art 


The painting, “Fisherman”, 
is the work of Ray Prohaska, 
distinguished President of 
the Society of Illustrators. 
Heretofore unpublished, it 

is considered by the artist 

to be one of his best works. 
This reproduction, reduced 
to one-fifth the size of the 
original, attests the excellence 
of the separation positives 
and lithography . . . and 

the fact that color does 
reproduce better on Maxwell 


Offset. Try it yourself! 


Printed on Maxwell Offset—Basis 80—Wove Finish 


HOWARD PAPER MILLS, Ine. Maxwell Paper Company Division e« Franklin, Ohio 


estimated that more than 60,000,000 
Americans have been killed or injured 
since the advent of the automobile. Other 
statistics frightening. 

eee 


C) JUST WONDERFUL is how we rate 
Vol. 1, No. 1 of Dillon Agnew Asso- 
ciates, Inc’s Newsletter From Europe. 
It’s bright, well-written, interesting, full 
of eye-opening facts about the European 
market . . . everything a good newsletter 
should have. Done a la Kiplinger, it’s 
something you might like to read as 
issued. Drop a note to Dave Agnew 
10 East 49th, N. Y. 17, N. Y. if you're 
interested in selling in Europe, or you'd 
like to see a first class piece of news- 
lettering 

— 

eee 


ANOTHER NEWSLETTER you 
might like to know about is issued by 
the Printing and Publishing Industries 
Division, U. S. Department of Com- 
merce, Washington, D. C. It reports 
vital statistics in all publishing and print- 
ing fields including employment, amount 
of production, earnings, sales, paper con- 
sumption, many things. It's been dis- 
tributed limitedly, but understand it’s 
available to anyone interested in seeing 
the figures on a regular basis for $1.00 a 
year. Write Horace Hart, at Printing 


and Publishing Industries Division in 


Washington. 
— 
eee 


8,892 NATIONAL ORGANIZA- 
TIONS are listed in the newly revised 
reference directory, Encyclopedia’ of 
American Associations, 2nd Edition, just 
published by Gale Research Co., 3414 
Book Tower, Detroit 26, Mich. at $20. 
Grouped in 18 basic sections, including 
3,000 not listed in the Ist Edition (1956) 
are national associations, societies, federa- 
tions, unions and other non-profit mem- 
bership organizations. Listing for each 
includes name, acronym, headquarters 
address, name of executive head, number 
of members, staff and chapters, year 
founded, description of membership and 
activities, special committees or divisions, 
official publication and date, and place 
of convention or annual meeting. 


eee 


-) FEW PEOPLE REALIZE how much 
direct mail work is carried on by some 
of the big universities. We were surprised 
to learn from Robert N. Dick, editorial 
and communications services, The Uni- 
versity of Wisconsin, Extension Division, 
1327 University Ave., Madison 6, Wis. 
that their direct mail postal bill exceeds 
fifty-thousand dollars annually. His de- 


CHESHIRE 
Labeling Equipment 


Fully automatic accuracy — applies up to 
12,000 pre-addressed labels per hour 


SAVES IMPORTANT TIME—SAVES BIG 
MONEY on pre-addressed labeling jobs for many 
types of mailings. No wasted labels, no skipped 
pieces! Every label accurately, neatly applied on 
the proper spot. Models start at $3000 
Labeling Heads available as separate units 

for various types of machines not manu- 


factured by Cheshire 


NO OBLIGATION! 


partment creates and produces a variety 
of promotion pieces at a rate of twenty 
to fifty per month. Clientele ranges from 
housewives to legislators, union leaders 
to business executives, actors to engi- 
neers and from grammar school educa- 
tors to Ph.D.’s. Mass media is used to 
reach these people with announcements 
but direct mail is relied on most heavily 
for getting action. 

eee 


[) BUCKLEY-DEMENT CO., 555 W. 
Jackson Blvd., Chicago 6, Ill. has an- 
nounced something different in mailing 
lists for the pharmaceutical industry. It 
has developed over the past ten months, 
with the cooperation of 12,000 of the 
nation’s largest prescription pharmacies, 
a method of obtaining the names of the 
25,000 top physicians who write the high- 
est number of prescriptions. It is claimed 
that these pharmacies, representing about 
one-fourth of the total number in the 
U. S., fill more than 70% of the pre- 
scriptions written in this country. This 
“high volume prescribers” list is now 
available to pharmaceutical manufac- 
turers and others who advertise to physi- 
cians. Fisher-Stevens, Inc., of Clifton, 
N. J. has been franchised to handle the 
list for Buckley-Dement on the East 


Coast. 


Applies labels 
to envelopes, _ 
postcards and © 
lightweight 
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TAX 
PROBLEM 


May a State impose a tax on the 
portion of printed materials or 
merchandise mailed into that state 
by an out-of-state advertiser or 

mail order house when the advertiser 


oy or seller does nothing in that state 


Morton Simon 


{dvertising Attorney 


except use the mails? 


Reporter's Note; Morton Simon, Advertising Attorney, 1701 Delancey 
Place, Philadelphia, Pennsylvania, worried attendees to New York's 
26th Direct Mail Day, May 14, The Roosevelt Hotel. He explored the 
problems advertisers are, and will be, facing as a result of a recent 
United States Supreme Court decision which expands the rights of 
states to tax interstate busi originated in a state by an ovt-of- 
state corporation. He has sounded o warning and presents a plan. 
We urge all Reporter readers to keep us in touch with developments 
within their own companies. As a result of Morton Simon's talk, The 
Direct Mail Advertising Association has formed a committee to study, 
DMAA has formed a committee to study, coordinate the facts, and 
keep members advised on what action can be taken. 


_* ERTISING is today under attack. We see this in a 
long and ever-extending series of new laws, taxes. 
judicial decisions, bureaucratic interpretations and pub- 
lic speeches. I don't want to rehash matters with which 
you must be familiar from your trade press. Therefore 
just let me itemize very briefly some of the media and 
advertising techniques which within the past year have 
come under government assault in some way or other: 
newspapers, magazines and periodicals, TV, radio, out- 
door, direct mail, institutional advertising, cooperative 
advertising, patent advertising, utility advertising, pre- 
miums and point of purchase materials, and sales litera- 
ture of various kinds. I daresay this list could be 
enlarged. 

The more obvious reasons for the current disrepute 
and consequent attacks on advertising are such things 
as hard-sell TV and radio commercials, deceptive claims 
for some products (especially food and drugs). and, of 
course, the sequence of bare bosom books about “Huck- 
sters.”” It has almost become fashionable for an author 
to assure himself a best seller by lighting into advertis- 
ing. They talk glibly about “Madison Avenue.” the grey 
flannel suit, and similar “industry images.” always larded. 
of course, with a lot of sex. 

Basically the reason for antagonism is a complete lack 
of understanding of the true function and nature of 
advertising. It springs from lack of knowledge and a 
substitute of emotion for reason. | am sure that there 


are many millions of people who still think that “adver- 
tising keeps prices high;” that advertising is a waste of 
money. 

The advertising industry must stop being on the 
defensive. It must strike out boldly and effectively and 
with a long range program. It must be a well integrated 
effort designed to convince the world that advertising 
is not an albatross around the neck of the consumer. 

It must prove and convince that advertising is today 
probably the greatest single force contributing to the 
mass production system which had made our standard 
of living what it is today. The people, both inside and 
outside of government, must understand that advertising 
cuts prices, increases employment, raises standards, im- 
proves quality and in many other ways permits us to 
enjoy all of the necessities and luxuries which surround us. 

Direct mail’s stake in the general offensive is clear. 
Let me say at the very outset that I take it for granted 
that you have no objection to paying your taxes if they 
are just, affect you in the same fashion and to the same 
degree as the other fellow, and above all do not single 
you out for excessive tax burdens. 

Let me define the issue for you: May a state impose 
a tax on the portion of the printed materials or merchan- 
dise mailed into that state by an out-of-state advertiser 
or mail order house when the advertiser or seller does 
nothing in that state except use the mails? We are 
assuming, of course, that there are no salesmen in the 
state, no offices, no inventory, no “doing business” there 
in any sense whatsoever except soliciting or delivering 
by mail. 

I think all of you come within that factual framework. 

Naturally we feel that we could not be — and should 
not be — taxed by that “foreign” state. The logic of the 
situation seems clear to us. But unfortunately it is not 
so clear to some taxing authorities. Let me be specific. 

1 New York mail order house selling us pencils 
throughout the country recently received a demand from 
the State of Washington that he must pay an excise tax 
to Washington assessed on the basis of the amount of 
business done in that state for the past five years. What 
business has the New Yorker done in Washington? None 
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that | can see. He has solicited solely through the mails; 
he has delivered solely through the mails. His entire 
activity has been interstate commerce of the clearest 
kind. Any tax by Washington would constitute an un- 
constitutional burden on interstate commerce. Yet Wash- 
ington makes the demand. 

To the best of my knowledge, this New York mail 
order house has not paid the tax. I hope he does not. 
My reason: I believe such a tax is unconstitutional, illegal 
and without any legal prop whatsoever. 

Let me document this by two references. 

About five years ago the Tennessee Attorney General 
issued a ruling as follows: 

“Under the authority of various cases decided by the Supreme 
Court of the United States, . . . it is made clear that a state cannot 
impose a tax upon the solicitation of interstate business, where 
the only local activity of the interstate business is solicitation.” 

Coming down to a very recent date, March 31 of this 
year, a Detroit court dismissed a libel action against the 
Readers’ Digest because the publication was not estab- 
lished in the state of Mic ‘higan and apparently did no 
business there beyond the solicitation of subscriptions, 
largely by mail. The analogy to our situation must be 
clear. 

Unfortunately however, the United States Supreme 
Court, at the end of February, decided a series of cases 
which seem to expand the rights of the states to tax the 
portion of interstate business originated in a state by 
an out-of-state corporation. I say that they seem to have 
expanded this right because the vigorous dissents in 


these cases prove that at least some members of that 
Court itself feel that way. 

This, of course, comes at a very bad time. State after 
state is suffering at the moment from an acute attack 
of tax hunger. They are seeking new sources of money. 


no matter how devious the channels. With so much direct 
mail use and selling concentrated in the metropolitan 
areas of the large states (and paying their taxes there) 
new vistas and hopes are being opened for the needier 
and remoter states. 

These decisions are giving a strong impetus to many 
states in this acquisitive campaign for more tax money. 
Direct mail advertisers and mail order houses can expect 
to be more and more a butt of such efforts. The Messrs. 


Hoke are receiving many inquiries on this from all over 


the country, all sparked by state demands of this sort. 

In the first place, think of the amount of extra book- 
keeping and form-filing which would face you. You are 
already overburdened with “filling out forms.” Multiply 
your present load by 50 — you mustn't forget that Alaska 
and Hawaii can get into the act — and then convert those 
extra manhours into dollars. A little frightening, isn’t it? 
Justice Frankfurter has said on this: 

“The cost of such a far-flung scheme for complying with the 
taxing requirements of the different states may well exceed the 
burden of the taxes themselves, especially in the case of small 
companies doing a small volume of business in several states.” 

Then, what about the total amount of the taxes them- 
selves? It might not be so bad if you paid the same total 
numbers of tax dollars. but to different states. But you 
will, in all likelihood, end up paying considerably more. 
Who says so? Why, the United States Supreme Court! 

In one of those February cases I've referred to 
(Stockham Valves and Fittings) the Court held that 

. the taxpayers must show that the (apportionment) formula 
places a burden on interstate commerce in a constitutional sense.” 

This means that the burden would be on you as the 
taxpayer to prove that there is a duplication or excess 
of taxes under these various apportionment formulas. 
While the Court says “logically it is impossible. when 
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the tax is apportioned fairly, have the same income 
taxed twice,” yet the Court is practical enough to admit 
that, “apportionment formulas being what they are,’ 
such excessive taxation “is not foreclosed.” This is a 
euphemistic judicial way of referring to double taxation. 

Let me quote a statement made recently by Senator 
Sparkman of Alabama, the Chairman of the Senate Small 
Business Committee which is presently studying the impact 
of these February decisions. The Senator said: 

“However, this Committee knows full well that some 35 states 
and at least a half-dozen cities now levy such taxes, . . . each 
state has adopted its own formula for assessing these taxes and 
the businessman operating in several states faces a tremendous 
problem in determining the amount of his’ income which should 
be attributed to each of those states.” 

What then can you do when and if you receive such 
a notice or assessment from some “foreign” state? 

Basically my advice is to resist such demands. 

Let me make one thing clear. | am not advising you 
to put a legal chip on your tax shoulder and ignore the 
situation. There may be certain limited instances in 
particular cases where the tax demand is legitimate. | 
am suggesting that you make your position clear and 
then fight the demand on legal grounds. 

I realize that this legal advice may not always be easy 
to apply. You may perhaps feel that a seemingly isolated 
attempt to tax only a tiny fraction of your volume or 
income presents you with a Hobson's choice. The amount 
of the tax may be small and the prospective cost of 
resistance may be comparatively high. Consequently a 
dollars-and-cents decision might dictate payment of the 
tax. However | counsel you against this. 

The reason is simple: the more acquiescence the foreign 
state achieves and the more such tax money it collects, 
the more confirmed does that state become in its cam- 
paign. This redounds to the disadvantage of every direct 
mail user in the country. In view of the broad national 
or regional mailings which | know all of you employ, 
the implications of this must be manifest. 

It strikes me that this is the problem of all direct mail 
advertisers and mail order people. The massive resistance 
should come, as it does with similar problems in other 
industries, from your trade associations. | see no reason 
why any one of you should spend $25,000.00 as one 
direct mail user did in fighting a somewhat similar 
situation. 

For example, you have in DMAA an association well 
organized and qualified to take up the cudgels for you. 
Since | am here only as your guest, I obviously « can do 
no more than suggest and recommend a program, | can- 
not make policy: | am not even aware of your policy. 

Here is my recommendation to you, outlined only in 
the briefest form: 

1. You must recognize and understand the general over-all anti-adver- 
tising atmosphere in which you are operating. 

2. Become acutely aware of the specific and immediate tax dangers 
you face. 

3. Divorce yourself from any further “it can’t happen here” thinking. 
4. Realize the relat 4 of the individual in resisting these 
improper tax demands. 

5. Resist, as individuals and in appropriate instances, each and every 


tax demand from a “foreign” state. 

6. Appointment at once of a committee by DMAA to investigate, study 
and analyze the prospective impact of these tax moves against you. 
7. Report and recommendation by that committee at the national 
convention in Montreal in September. 

8. Implementation of that report and recommendation by appropriate 
national and local action by DMAA and all of its members. 
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Reporter’s Note: Otto Meyer has been 
with Dow Jones & Co., Inc., publishers 
of WSJ, for 13 years, four of which 
he spent as Direct Mail Production 
Manager and the last nine as Direct 
Mail Manager. Otto is Vice President 
of the Hundred Million Club in New 


York, nominee for Presidency, and has 


Me 
hor Repeal of 
Right to WV on 


been active in Direct Mail Advertising 
Association circles for the past several 
years. His April appearance before 
the Hundred Million Club, was a real 
bell-ringer, and he will again tell the 
WSJ story of Direct Mail Day, Wash- 
ington, D. C. on June 16. 


How We Work With Mailing Lists 
At The Wall Street Journal 


By Otto F. Meyer 


Direct Mail Manager, The Wall Street Journal 


pea TO GIVE you an insight into 
the list problems we've encounter- 
ed through the years and how we met 
the challenge of an increased volume 
mailing program for our really unique 
publications, I think it only fair to 
give you some background material, 
before I get into the list picture. 


The Wall Street Journal is printed 
and published simultaneously in five 
strategically located cities to provide 
day-of-publication delivery to sub- 
seribers and newsstands. The plants 
are located in New York, Washington, 
Chicago, Dallas and San Francisco. 
All four editions (the New York and 
Washington printings constitute the 
two parts of our Eastern Edition) are 
the same in news and editorial con- 
tent, except for minor regional adapta- 
tions to reader needs, Regional pub- 
lishing has been pioneered by The 
Journal in the newspaper field and 
has played an important part in its 
rapid growth. 


Incidentally, you may be surprised 
to know that the first edition of The 
Wall Street Journal was published on 
July 8, 1889-——just seventy years ago. 


We maintain the largest private- 
wire system of any publication in the 
world with 70 to 75,000 miles of 
leased wire. for the gathering and 
transmitting of news. In addition we 
have the services of all three big press 
associations— Associated Press, United 
Press International and Reuters. These 
agencies in turn have Dow Jones serv- 
ice available to them. 


Dow Jones news is published three 
ways: 1. By the minute, through the 
Dow Jones News Service with its 
broad tape ticker machine. 2. By the 
day, through The Wall Street Journal 
and 3. By the week, through Barron's 
National Business and Financial 


Weekly. 


In 1940, the daily circulation of 
The Journal was 29,000. Today. the 
circulation exceeds 610,000 paid sub- 
seribers and newsstand buyers. We 
rank seventh in circulation among all 
weekday newspapers on the North 
American continent. Only three cities 
have a newspaper with a circulation 
higher than that of The Journal. A 
high percentage (substantially over 
80°) of our established subscribers 


renew their subscriptions year after 
year. 

Our weekly publication, Barron’s 
was first published in May of 1921. 
Today it enjoys a paid circulation of 
more than 100,000. It is printed and 
published with newspaper speed in 
Boston and contains news reports, 
statistics and interpretations, of inter- 
est primarily to investors. 

The Dow Jones News Service—the 
so-called news Ticker—made its debut 
in February 1897. News is transmitted 
instantly as it occurs, over our private 
wires from New York to all customers 
in the United States and Canada with 
a speed difficult to comprehend with- 
out an intimate working knowledge of 
the network of communications and 
the special reporting techniques de- 
veloped over many years. 

At the end of 1957, in response to 
many requests, we entered into a new 
publishing venture, the issuance of a 
Monthly Index to The Journal, a con- 
densation of all the news stories and 
articles that appeared in the paper 
during the preceding month. Just this 
past April, we published for the first 
time, our Annual Index in book form. 
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It indexes and summarizes Wall Street 
Journal news published during the 
calendar year 1958. 

Direct mail is responsible for about 
45° of The Journal’s new subscrip- 
tion circulation, and almost all of its 
renewals are secured by direct mail 
methods. It is also responsible for 
about 75% of new subscriptions for 
Barron’s and almost all the renewals. 
Our program for the Monthly and 
Annual Index, of course, would be 
quite specialized and relatively small 
in volume. 

Years ago, as the need for business 
and economic news became more evi- 
dent in the nation’s every-day life, 
our management planned an increased 
direct-mail program. We had to look 
for larger lists to keep up with the 
volume needed for growth. The lack 
of good mail-order lists turned our 
thoughts to compilations tailor-made 
to our needs. 

One of the first ideas we developed 
was that of using the Dun & Brad- 
street Directory as a mailing list. At 
first, the lack of street addresses was 
no problem. In those days the Post 
Office was giving directory service 
on first class mail. By confining our 
selection of names to companies of 
large enough size and then mailing 
first class we got directory service 
from the Post Office. 

When the time came that we 
couldn't do without street addresses, 
we took our idea to a list compiler 
(one of the best in the business, in- 
cidentally) and he agreed to compile 
from the directory, supply street ad- 
dresses and postal zones, and segre- 
gate the firms by credit ratings and 
financial strength. 

Another list idea we hit upon and 
explored was the use of the Chambers 
of Commerce membership rosters. Tl 
never forget the day someone in our 
office handed me an 815 x 14 mime- 
ographed roster of the Gainesville. 
Texas members, with a suggestion that 
we might mail to it. We did and the 
results were good enough to experi- 
ment with a few other cities. We then 
did a trial mailing to Chambers of 
Commerce secretaries requesting their 
membership rosters. The response was 
so good, we contacted all of the local 
Chambers throughout the country. re- 
questing copies of their membership 
lists. 

From Chambers of Commerce lists 
we graduated into the use of state in- 
dustrial directories, association lists, 
professional directories. etc. Remem- 
ber. in the early post-war era, few of 
these lists were reliably available at 
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any reasonable price. so we had to 
use our own ingenuity. The directories 
were screened in our office by clerical 
help. But with the development of 
these same lists by outside sources, we 
felt that our own work was becoming 
a duplication of effort with the result 
that we discontinued most of it. 

The only two exceptions are the 
American Medical and American Den- 
tal Directories, simply because we 
cannot get the selection we require 
from any known list source. 

The Telephone Company tells us to 
“find it in the Yellow Pages” or 
“build your business with the 
yellow pages” and we've done just 
that. Yes, we've succeeded in using 
the classified pages of the telephone 
directory to the extent that we can 
get several hundred thousand names. 
Again, this list was custom-compiled 
to our needs, 

Another source of prime names for 
us, has been the number of (list 
brokers, please excuse the word) ex- 
changes we've had to develop over 
the years, simply because the lists we 
needed and wanted to use were not 
available on the rental market. and a 
good percentage of them today are 
still not generally available. We ex- 
change only our ex-subscriber list 
with a few choice business services 
and publications on a name for name 
basis. 

As our circulation grows and our 
need for names increase, we may 


have to probe into areas other than 
business and professional for ex- 
changes, because of the shortage of 
good large mail-order lists—and the 
shortage of good, large compiled lists 
other than those which we've been 
instrumental in getting up. 

One of our recent developments 
has been the testing of the socio- 
economic or stratification type of list. 
We initially tested 100,000 names, 
preselected by the list compiler, who 
made the selection based upon the in- 
formation we supplied as to what con- 
stituted a good prospect for The Wall 
Street Journal. 

Most of you I think are familiar 
with the way this list is compiled from 
residence telephone subscriber direc- 
tories, and selections are made accord- 
ing to such socio-economic character- 
istics as income, education, real estate 
value, profession, ete. 

From the returns we received from 
the initial test, the list owner was able 
to check them through his list and 
made a study of them to determine 
whether a pattern could be evolved, to 
guide us in future tests and eventually. 
we hoped, to find out how many of 
the total of 34,900,000 we could use 
successfully. A profile study was made 
and The Wall Street Journal dynamics 
were isolated. 

As a result, we are now able to use 
2.800.000 a year on a marginal re- 
turn basis. 

(Continued on Page 32) 
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The remainder of the program for 
The Wall Street Journal includes uses 
of rented lists of credit cardholders, 
buyers of custom shirts, self-improve- 
ment book buyers, engineering and 
accounting lists, and types of lists 
with some indication of “get ahead” 
in the nature and makeup of the list. 
Our search for new lists and list ideas 
continues. Our shop is receptive to 
new list ideas from outside sources, 
as long as they do not duplicate what 
we're already doing 


Our weekly publication, Barron’s, 
has a more restricted audience than 
The Journal—in that Barron's is writ- 
ten primarily for the self-reliant in- 
vestor. Our sales pitch is to the man 
who is worth over $10,000 or who 
saves $1,000 or more a year—and 
who makes up his own mind about his 
own money. After digesting the news 
Barron's provides, he can handle his 
business and investment affairs with 
greater understanding and foresight. 


Our mailing program to promote 
Barron's circulation is substantially 
smaller, of course, than what we mail 
for The Wall Street Journal. So the 
list problem is a lot less complicated, 
Our exchanges, particularly those with 
investment services, and financial 
public ation purveyors of books on in- 
vestments, taxes and finance, ete. 
not to mention The Journal as well 
all provide us with ample volume to 


fulfill Barron's program, 


Barron's today enjoys a reputation 
as a national authority on financial- 
market trends and investment values 
and has the largest circulation in its 
history to support its standing—over 
100.000 at SIS a year. 


I think all of you'll be interested in 
knowing something that some here in 
the room may know about, although it 
has nothing to do with lists. We have 
used exactly the same letter, that we ve 
dubbed the “Widow” letter, without 
a rest, on the same lists for the past 
nine vears. on some lists as much as 
four times a year. When you consider 
the duplication of names in lists of 
similar character which we use, these 
investment in- 


persons interested in 
received — this 


formation must have 
same letter dozens of times. Yet each 
time we come up with a new piece 
and test it against this old reliable, 
the new letter is not up to it. And we 
have tested a large number of new 
letters over the last nine years. 


To me, this proves the old adage. 
“Don't throw it out, until it wears 
out.” and our widow shows no signs 
of wearing out. 
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Toward the end of 1957, we en- 
tered into another publishing venture 

a Monthly Index to The Journal 
for which during 1958 we did com- 
paratively modest mailings. Our pro- 
gram for 1959 will develop similarly. 
In addition to direct mail, we've pro- 
moted this service with space ads in 
our own newspaper, 


If what I have sought to tell you 
about the types and numbers of lists 
we use gives you any impressions that 
our direct mail work has now become 
cut and dried, nothing could be 
further from the truth. 


For one thing, our four regional 
Wall Street Journal editions are 
treated as four distinct direct-mail op- 
As a result we have found 
that it is not always desirable to use a 
given list nationally. What will pull 
well for our Eastern Edition may not 
work for our Southwest Edition, and 
vice versa. Credit cardholders in Bos- 
ton. may be good prospects for the 
Eastern Edition, but people on the 
same list in Butte, Montana might not 
want our Midwest Edition or any 
other edition of The Journal. 


erations. 


The direct mail program at Dow 
Jones is not the result of thinking 
done by one man, but by several, all 
of whom keep in constant touch with 
the market and who keep aware of 
new trends, new ways of doing things, 
and the progress of the industry. We 
frequently get into “Think” sessions 
in the office and discuss the merits of 
one idea or another. 


I don't see how a successful direct 
mail program can be the result of any 
one man’s thinking — our own story 
certainly bears this out. 


Before closing, | want to tell vou 
about a series of coupon ads we've 
been running in The Journal for the 
past two years, soliciting subscriptions. 
Several persons have asked me to say 
something about these ads. Each has a 
short selling message above the coupon 
as you can see. There are 25 ads which 
run in rotation, one a day for five 
weeks, and then repeat. In the calendar 
year 1958, these ads produced over 
9,000) new subscriptions. We studied 
and analyzed all the results according 
to the days of the week that the ads 
ran, Monday through Friday, for the 
entire year. Contrary to common opin- 
ion on the relative pulling power of 
days of the week, our study showed 
that Monday's and Friday’s are the 
best two days to advertise in The Wall 
Street Journal. This information is 
given to you prospective advertisers 


free. 


WHY 
GATES 
RADIO 


Reporter's Note: Mr. Price is director 
of advertising and public relations of 
Gates Radio Co., Quincy, Ill. At a time 


when many admen are fussin’ and 


fightin’ with budgets . . . begging for 
funds to “get programs off the 
ground” . . . Mr. Price seems to be 


sitting back in his swivel chair at peace 
with the world. He’s smugly confident 
that his direct mail recommendations 
will be approved. He tells you why in 


this interesting report. 


DIRECT MAIL advertising ever 
needs a testimonial as to its eflec- 
tiveness, just call on the Gates Radio 
Company. Quincy, Illinois. 

“Our success with direct mail is 
phenomenal. 

“Let's give our direct mail budget 
another boost this year... .” 

“Who says direct mail cant sell 

. ours does.” 

These are just a few of the many 
comments voiced by Gates manage- 
ment regarding the success of our 
direct mail campaigns. 

In retail outlets, where the curve 
of advertising by months is related 
to the curve of sales by months, ad- 
vertising can be used to push sales 


upward-—frequently at will. But what 
about industrial advertising? Can 


advertising pressure be applied to 
bring in immediate sales on com- 
mercial equipment? As far as our 
products are concerned, the answer 
is YES—with an effective direct mail 
program merchandised properly to 
the sales force. | am not suggesting 
that we see a 100 per cent increase 
in sales on heavy transmitting equip- 
ment immediately following a cam- 
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By John R. Price 

Director of Advertising and 
Public Relations 

Gates Radio Co., Quincy. 


paign, but we can certainly check our 
advertising effectiveness on products 
priced less than $2,500. For example. 
one item priced in the 32.000 bracket 
jumped 300 per cent in sales during 
a recent direct: mail campaign. 
During 1958, we promoted eight- 
een products in the S100 to 32.500 
price range via direct mail—37 cam- 
paigns in all, each campaign running 
for 30 days. Three out of four cam- 
paigns were successful in pushing the 
sales curve up considerably over the 
preceeding thirty day period — (the 
average sales increase was 86.6'C ). 
In looking at the sales charts for 
these products, you would think we 
were selling and advertising retail 
merchandise. In fact, we have reached 
or exceeded our sales goals so con- 
sistently with individual product di- 
rect mail promotions that it is pos- 
sible to predict the results of many 
of our campaigns. Our product man- 
agers have in turn coordinated their 
sales forecasting with our advertising 
program, and thus have removed 
much of the guesswork and “crystal 
ball gazing” from this important 
function. 
What is the reason for this suc- 
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Samples of Gates’ direct mai! advertising. A subsidiary of the Harris-Intertype Corpora- 
tion, Gates is one of the leading manufacturers of broadcast and communications 


equipment for radio and television stations. 


cess? Our direct) mail campaigns 
haven't won any awards—they are 
outstanding in only respect 

they sell. But how is it possible to 
increase sales almost 87 per cent over 
the preceeding thirty day period in 
three out of every four campaigns? 
We feel the answer lies in two areas: 
continuity and proper merchandising 
to the sales force. We average four 
mailings each month throughout the 
year to our entire primary mailing 
list. At the same time we are pro- 
moting these products through the 
mail, our sales force is coordinating 


their selling efforts with the products 
advertised, In other words, they con- 
centrate on selling the same products 
we are advertising——which provides 
an ideal “audio” (salesman) and 
visual” (direct mail) combination. 

By comparing the average sales 
during campaign months against 
non-promotion months, we traced al- 
most 20 per cent of the total sales 
volume of one product line to direct 
mail advertising. Not bad ammuni- 
tion when trying to sell an ad budget. 

Anyone need a_ testimonial for 
direct mail advertising? @ 
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The Saga of the Swingin’, 
Singin’ Sweeper 


By John S. “Flip” Phillips 


Reporter's Note: The writer, John §$. Phillips, creative co-ordinator for Curtin & Pease, Inc., 
Toledo, Ohio, recently travelled to San Francisco where he visited the “Beat” settlements and 
talked with the modern progressives. A leading New York psychiatrist has assured Curtin & 
Pease that Mr. Phillips’ condition is only temporary. While in this dizzy daze, he wrote about 


bert Lawnsweepers. And successful it was. 


the highly successful, low budget campaign for L 


If you con understand the “jive lingo”—you'll get an idea how the program worked. If not, 
the captions under the photographs will explain the program to you. 


An, like settle back in the pad, 
Dad, and let me hit you with a 
real gone story. 

There was this man down in Day- 
ton, Ohio, see, named Bill Lambert 
and he makes a lawnsweeper that 
swings way out. 

Anyhow, this cat had a bunch of 
cubes called jobbers and some of 
this group were sitting on their hooks 
and not selling these sweepers. 

Well, man, he called me in and 
gave me this bit about “let’s get these 


On the left is the 3rd Target Account mailing 
designed to introduce a new economy sweep- 
er. The letter and reply card were rolled up 
in a simulated fire-craker and mailed in the 
bag shown. On the right is the #1 mailing 
to Target Accounts which utilized an exposed 
film theme showing the complete Lambert 
line. 


sweepers moving” and “Pops, take it 
easy on the green.” This was in “58, 
the year those Olive Drabs took 
Elvis. 

Anyhow, we hit on the craziest. 
Told this Lambert man we'd theme 
this arrangement. “You supply the 
list-—Lambert does the rest.” All the 
squares had to do was give us the list 
and, Dad, we're off and running— 
wouldn't cost “em a cent. 

Mr. L. dug this the most and so 
we ran off sample kits and mailed 
them out with a personal letter telling 
them about the deal. They took to it 
like Pops took to the Charleston, and 
the joint was Gonesville. 

Like, first off, we gave each job- 
ber a code number and every name 
they sent in got that number. We 
used those crazy carbon labels and 


made six copies at one time. Then, 
Dad—we started to wing those mail- 
ings to the 45,000 cats’ names the 
jobbers sent in. No Wayne King stuff 
—but rockin’, jumping mailings, easy 
to read and gimmicked up. Real 
solid, Dad. 

We hit those dealers with six mail- 
ings spread over a year’s time. Like, 
man, they were in 2-color and every 
one carried a pitch on the sweeper 
that was real gone. We gave them 
penny gimmicks, string gimmicks, 
burned match gimmicks with solid 
art and high C copy. 

Same time, we took off on these 
1,400 jobbers who weren't pushing 
or stocking Our Leader’s line. We hit 
‘em with everything but Lawrence 
Welk’s accordion. We gave them a 
shrunken head mailing. an empty 
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lemon gimmick, an exposed roll of 
film, a money-making machine and 
like that. Man, did those cats start 
to get hep! 

And at the same time, we kept 
wavin those return cards, from the 
dealer mailings, in these jobbers’ 
faces. Wow, cousin, they started or- 
dering those crazy sweepers by the 
carload-full. 

Happy? Was The Man happy? 
Like he was delirious. He grabbed 
himself a return of 12,623 reply 
cards and opened up new jobbers like 
Brubeck on a Saturday nite. Man, it 


Bonus CHE 


was the most! On top of that, Our 
Leader increased those sales of his 
last year. And, Daddio—THIS 
in a year when the buying public was 
strictly nowhere! 

Got to cutout now, man. Mr. L. 
wants us to tickle the P.O. with some 
more stuff this year. Doubled his 
budget, too, Henry! 

Got to give that man a new theme 
this year, though. Like how’s this 
grab you? 

We manufacture a lawnsweeper in 
the shape of a guitar and we call it 


the Elvis Model. Then we .... @ 


are 


very 


liking 


Paorirs Tee 


Prete for 
PRODUCTS 


Pictured on the left is Target Account mail- 
ing #5 designed to up sales during the height 
of the sweeper season—early Fall. A money- 
making machine with a bonus check inserted 
was mailed to all Target names. They inserted 
a blank piece of paper, turned the knob and 
the bonus check rolled out. To the right is 
Target Account mailing #2. Stressing the 3 
P’s—Profit, Product, Promotion—it made use 
of a unique Pyramid Puzzle. 


Pictured on the left is the final Target mail- 
ing. The shrunken head was mailed to all 
jobbers not yet handling the line. On the 
right is the #4 mailing to Target Accounts. 
An empty plastic lemon was mailed carrying 
a dual theme, “You'll never get a Lambert 
Sweeper that’s a lemon” and “if your supply 
room is as empty of Lambert Sweepers, bet- 
fer stock up.” 
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THE MAGIC 
OF NEVER 
GIVING UP! 


By Elmer J. Jacobs 


ew many of you have seen the 
play—-“THE MUSIC MAN’? 


Well, a few years ago, there was 
another salesman play by Arthur 
Miller called “pbeEATH OF SALES- 
MAN.” It portrayed WILLIE LOMAN, 
an ex-star salesman who had failed 
to progress with the times. He kept 
on selling —or rather TRYING TO 
SELL by using the same old methods 
that had brought him success in the 
days gone by. 

But all the old buyers who knew 
him had either resigned, retired. or 
been replaced, and the new buyers 
had no time for the nostalgic stories 
and reminiscences. He died by his 
own hand — a failure 
ing that any of the fault might lie 
with him. 

The Music MAN is a different type 
salesman. resourceful, opportun- 
istic band uniform and instrument 
salesman gets off the train in a small 
lowa town and starts dramatizing 
the evils of the local pool hall so the 
people will organize a boys’ band to 
divert their attention to healthier 
channels and incidentally to buy 
his uniforms and instruments. 

He is successful. Why? Because 
he sold the people what they thought 
they wanted. Or, to put it into to- 
day's sales terms——he made them 
want what he had to sell. 

I think these two plays typify our 
American business today. Some mer- 
chants still continue to do business 
as they always did — blaming their 
lack of business on “Hard Times,” 
“The Recession” and the “Adminis- 
tration” It would be the same if it 
were democratic. Others, more pro- 
gressive, sensing the public wants, 
are giving them DISCOUNT HOUSES, 
DEFERRED PAYMENTS, FREE SAVINGS 
STAMPS, AIR CONDITIONING, FREE 
PARKING. They have modernized 
their stores, their merchandising and 
advertising — and are reporting in- 
teresting dividends. 


never realiz- 


Reporter's Note: Read this article carefully. It contains an idea which 
can help each of you to make your direct mail better. Elmer J. Jacobs 


is the managing director of the Estate of Barney Goodman . . 


. which 


operates some fifteen hotels in the Midwest dnd Far West. He has 
had a fascinating career in the business world and much of it had 
some connection with direct mail. The advice you have here was 
given orally on April 12 at Houston, Texas before a meeting of the 
Texas Hotel Assn. The lesson in it and the inspiration are something 
the present generation might use.—HH 


To be successful today one must 
realize the inroads that modern in- 
ventions and the five-day week have 
made in our economy. More people 
travel today for pleasure, health and 
recreation in a SINGLE WEEK than 
traveled in months a few vears back 
when they rode the trains. The suc- 
cessful salesman today must really 
SELL —- the day of the cigar pass- 
ing. story-telling, news-bringing 
DRUMMER has waned. 

I think the two plays also will help 
you picture our Madison Hotel in 
Harlingen, Texas. A little hotel in a 
small Rio Grande Valley town. And 
how in a single season we were able 
to transform it into a little gold mine. 
And as one merchant told our man- 
ager: “You have brought more 
spending people to Harlingen in a 
season than have been here in the 
past five vears.” 

How did we do it? Well, it is like 
the riddle we used to ask in our 
school boy days. “How do you divide 
three apples equally 
bovs?”: and the answer “You 
Make Apple Sauce!” 

Before I tell you how we 
our “apple sauce.” | want io take 
you back to my first important posi- 
tion and tell you how I discovered 
the magic formula | am going to give 
to you. I was the advertising man- 
ager of a mail-order liquor concern. 
In those days it was legal to ship 
liquor from wet states to consumers 
in dry territory. The firm | worked 
for operated under seven different 
firm names. As fast as a customer 
quit ordering from one firm, we 
solicited him on another. We boasted 
we never lost a customer except 
through death or local option. 


among five 


made 


At certain seasons we circulated 
all customers and prospects. Now, I 
know. it sounds almost impossible 
to even think of preparing seven dif- 
ferent letters, broadsides, circulars 
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and enclosures — each claiming its 
brand was the one to try and have 
them look like they came from dif- 
ferent houses — But 

When you're only 22 years old, 
and you know it’s expected of you 
and no one has told you it CAN'T be 
done — somehow you go ahead and 
you do it. 

And it was then I learned this re- 
markable magic truth that I want to 
pass to you—“That NO MATTER HOW 
MANY WAYS A THING HAS BEEN DONE 
BEFORE, THERE Is ALWAYS ONE 
MoRE Way!” 

And I doff my hat, mentally. every 
time I think of the resourceful mer- 
chandising man — or woman — who 
thought up the idea of selling oranges 
to drink instead of to eat — and sold 
a thousand times as many. Do you 
know in last November's PRINTER'S 
INK there was a little squib saying 
the Sunkist people of California had 
set aside an advertising appropria- 
tion: for what purpose? TO TRY to 
EDUCATE start) EATING 
oranges again as well as drink them. 


people to 


Let me give you another example. 
There was a wholesale raincoat con- 
cern and along came the drouths 
not one of them—but EIGHT in suc- 
cession. Each one worse than the one 
before and the last three bringing dust 
storms, grasshoppers and depression 
for good measure. All the stores were 
loaded. You couldn't sell a raincoat 
at any price but if we wanted to stay 
in business we had to sell. So we sat 
down and wrote down all the qualities 
our raincoats possessed. 

They were RAINPROOF, WINDPROOF, 
DUSTPROOF and cCoLpPROOF. They 
would hold their shape in the hardest 
rain without requiring pressing later. 
Now, we knew we couldn't sell rain- 
coats—so we started selling new ALL- 
WEATHER, FOUR-IN-ONE coats for rain, 
motoring, dress or cold. We wrote 
some copy and I took it to Henry 
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HOTEL DONNA HOTEL CORTEZ 
DONNA TEXAS WESLADO, TEKAS 
HOTEL MADISON x 
From Harry Nunn, Manager —— 
Madison Hotel, 
Harlingen, Texas LIVE WELL ON - 


$100 A MONTH! 


Thank you for asking about our special rates. We are the leading hotel in 
this beautiful resort town. In season we frequently have to tum people 
away, the remaining eight months we do have rooms available. 


Our management agreed that if we could set aside a certain number of rooms 
and keep them permanently filled, we could do so at special low rates and 
still come out ahead. In addition, it would keep our employees busy the 
year around. 


The Madison is a modern resort and transient hotel, just a block from the 
main business distriét and close to the library and churches. Every room is 
a spacious outside room with private tiled bath. Linens, maids, bellboy, 
2h-hour switchboard, television, elevator service included. Parking lot in 
rear, or park on the street. 


Harlingen is a beautiful, friendly, resort town of 35,000 people. It is the 
hub of the famous Rio Grande Valley. Being a resort, medical center, and 
Air Force Base, it affords big city advantages without tension, hustle and 
rush. Movie theatres, churches of every denomination, hospitals, clinics, 
parks, library, schools, country club and championship golf course. Some 
industry, many fine stores. One can find employment if degired. 


Because nature is bounteous in this semi-tropical lush sunshine and flower 
land, living expenses are very low indeed. Here grow the fresh green vege- 
tables that feed the frozen North in Winter. Imagine eating Ruby Red 
Grapefruit right off the trees. Gorgeous flowers and sunshine all year 
aroundl| Seashore beach just a short drive. Average annual temperature is 
74.8°. Gulf breezes at night 


There is a lovely Coffee Shop in the hotel. Breakfast from 35¢. Luncheon 
from 50¢. Dinners from $1.00. People come miles to eat our Sunday dinners. 
I enclose a typical menu. 


For your recreation - A short drive to golf, fishing (fresh water or the 
Gulf), Padre Island, swimming; Harlingen Air Force Base as well as city's 
shuffleboard courts, parks, baseball. Drive yourself or take the bus to 
quaint Old Mexico just a few miles away - paved roads throughout. At the 
hotel - the lobby with television, card rooms, lovely flower garden patio 


(over) 
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QUAINT OLD MEXICO JUST ACROSS THE BORDER 


Field co... : with palms and banane trees - all available to you without cost. A short 
; — pene Company in Shenandoah drive to Fiestes, bullfights, historic interesting points, Port Herlingen, 
10 had started shopping in Mexico where your American doller goes fer due to 
anc fruit by radio. He : £& seeds evoreble rate of exchange. Yes, time passes quickly here - inexpensively 


too: 
nator. He went on the 
orders hee 


as the origi- 


air and . 
the I suggest you come visit us for a month - strictly on trial. You ere et 


the F fan to come in. Pretty « 
he ‘arl May station eg soon liberty to leave any time. If you do not stay a full month, ve vill 
Chee ron = I 00k it on. and charge you only at the deily rate of $2.50 per person (two to a room) for 
ey Yankton, S. Dakota your stay. 
é orman Saker . « a. 
in’ Muscatine 
low a. and KFEQ rm St oe Vi. atine, Hovever, if you do decide to stay a month or longer, as I am sure you vill, 
and W. H. es » Joe, Missouri, you will pay only the permanent guest special weekly rate of $9.60 per per- 
City. cok. Sweeney in Kansas son (two to a room). The special rate per room is $19.20 per week whether 
; ne everyone occupied by one or two persons. 


in the industr 
ndered how we were able t il 
*o many raincoats » sell I have tried to cover everything in this letter, but if there is enything 
After ies hy I've missed, just write me. Or, better still, why not arrange to come see 
or three years the eel. for yourself? I promise you the most enjoyable vacation you've ever known, 
, regerdless of cost. I also tell you now that you will hate to leave. 
As only a limited number of rooms are set aside at the speciel rate, I will 
consider it a courtesy if you will write me at once. I'll be watching for 


your letter. Airmail reaches us overnight. Come on! 


Yours truly, 
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No matter how many ways a thing 
has been done before, there is always 


ONE MORE WAY! 


ness began to decline and we were 
forced to find a new outlet, and this 
time we were really stymied. It was 
in the middle of the depression, and 
one day | said to myself: “If you 
can't sell them, maybe you can give 
them away.” So | worked up a new 
circular and went over to the sales 
manager of the National Candy Com- 
pany. He was eager to try anything 
that would bring more business so 
we worked out a $20 candy assort- 
ment deal whereby each merchant 
who bought ene of these deals got 
one of the handsome Four-in-One, 
All-Weather Top Coats free, and 
every salesman who sold five deals 
got a coat for himself and if he sold 
another five he got a coat for his wife 
or sweetheart. 

Well, it clicked. So we took the 
orders and the idea to Loose Wiles 
Biscuit Company and they adapted it 
to their product. We then submitted 
it to Davis Paint Company, Great 
Western Paint Company, Stark Bros. 
Nurseries in Louisiana, Missouri, who 
were selling shrubs and trees through 
part and full time salesmen. Then to 
Business Men's Assurance Co. in 
Kansas City, Federal Insurance Com- 
pany in Chieago, Panther Oil & 
Grease Co, in Ft. Worth, a big soap 
manufacturing company and _ pretty 
soon, to tell the truth, so far as busi- 
ness was concerned we didn’t give a 
continental damn whether it ever 
rained agair or not. We were selling 
more All-Weather coats as premiums 
than we ever sold RAINCOATS to 
stores. 

I tell you these things, not for self- 
aggrandizement, but to show you that 
regardless of your problem—whether 
liquor, oranges, raincoats, candy, dia- 
hotels — “There’s always 
one more way!” 

“But how do you find it?” you 
ask. By THINKING —— OBSERVING 
ANALYZING. By seeing something the 
other fellow has overlooked and 
capitalizing on it, 


monds or 


It is the story of the Dutch physi- 
cian in a prison hospital in Java 
unsuccessfully treating the patients 
for the dread Beri Beri, who noticed 
that although the patients seemed to 
get it from each other, the doctors 
and attendants never did and he won- 
Then one day while 


dered why. 


walking in the prison yard he noticed 
the chickens acting just like the pa- 
tients —- staggering, becoming para- 
lyzed and dying. Yet a few days later 
the hens that had survived were well 
and normal again. He investigated 
and found that the commissary had 
temporarily run short of the whole 
husk rice fed the chickens and until 
a new supply could arrive they were 
fed the same polished rice the prison- 
ers ate. When they were put back on 
the whole husk rice they recovered. 
He tried it with the patients. It 
worked, and from that observation 
and analysis he discovered what we 
know today as VITAMIN 8 for which 
he received the Nobel Prize. 

Now, back to the hotel 

It was 30 years old, downtown and 
suffering a constant business decline 
as the guests passed it by for the new, 
modern motel with its swimming 
pool, free parking and self service. 
At first, we thought reducing the 
rates was the answer, but it didn’t 
work. Then we were told it was the 
free parking and no tipping. So we 
cut the rates again until there was 
enough difference to allow lavish tip- 
ping and expensive parking and still 
be dollars ahead. We advertised in 
newspaper, radio, road signs and tel- 
evision. It wasn't the answer. We 
knew that the swimming pool, cock- 
tail lounge and free parking were not 
the real answers because hotels in 
other towns had added these and yet 
the trade had not come back. 

So one afternoon, | threw my bag 
in the car, drove to the Valley and 
checked into a hotel. | observed the 
people, talked with them and all at 
once | realized that as far as our 
small hotel was concerned, in a small 
town, these guests were never coming 
back. That if we expected to achieve 
anything we would have to cultivate 
an entirely new kind of clientele. 

So again I sat down. I listed all the 
advantages our hotel and its location 
had to offer. We were in a mild semi- 
tropical climate—easy to live. At sea 
level—-wonderful for tired hearts 
near the Gulf of Mexico, Padre Island 
and Old Mexico itself — interesting 
things to do and see — inexpensive 
too. 

Because of the climate, our close- 
ness to the border and our four boun- 
tiful crops a year, living costs were 


low — actually the lowest in the 
United States. Then the thought 
struck me! “What a wonderful place 
this would be for middle aged, middle 
class people to get away from the ice 
and cold, and smog and doctor bills 
of the frozen north. They could actu- 
ally live here in sunshine and shirt 
sleeves for less than they could live 
at home. 

And I started to figure the least we 
could charge for a double occupancy 
room. | added in the minimum cost 
of three meals for two people in our 
Coffee Shop and multiplied it by 30 
days. Then diVided it by two to 
get the cost per person and even I 
was amazed at how little it cost. 

And I wrote an ad addressed to the 
type of person we wanted. A simple 
ad—A selling ad, and ordered it 
placed in the newspapers. 

Here’s the ad: 


( Advertisement) 


LIVE WELL ON 
$100 A MONTH 


WRITE TODAY FOR PROOF! 


For only $9.60 each, per week, two 
persons can live in a lovely modern room 
ind private bath at the beautiful MADI 
SON RESORT HOTEL in HARLINGEN, 
TEXAS. Heart of the Tropical Rio Grande 
Valley. Because Nature is lavish, living 
costs are low. Hotel breakfast 35c. Din- 
ners $1. Learn more about this for vaca- 
tion or permanent, write the hotel today 
fer folder D 


And we wrote a sales letter to be 
used in answering this ad. I tried to 
anticipate every question anyone 
would ask regarding a place they 
never had seen. And, | am proud to 
say we overlooked only two things 
the name of our bus company and 
that we do not permit pets. 

The replies to the ad began to come 
in. We sent out the letter. And pretty 
soon in came the reservations and 
deposits. We had hit the Jack Pot! 

For the first time since the war we 
were forced to decline reservations. 
We filled our Cortez Hotel in Weslaco 
(22 miles away) with our overflow, 
and they in turn were forced to de- 
cline reservations. And every hotel 
and motel in Harlingen reported the 
best year they had since the war. 

This year we were already booked 
over one-half full by October and 
again, in spite of having cut down 
on our advertising, both hotels were 
over-booked again in December. 

That’s how we made our “Apple 
That’s how we solved our 
problem — by the Magic of Never 
Giving Up. It will solve your prob- 
lems too. if you will let it. 

There is always One More Way! @ 


Sauce.” 
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JOB-READY 
BUSIN ESS PAPERS © 


MACKINAC — A NEW NAME TO REMEMBER! 


MACKINAC job-ready papers are 
made for those who take pride in re- 


sults . . . for those who are seeking 


clearer, sharper, cleaner impressions 


every time. 


Each paper in the MACKINAC line is specifically made to do 
a better job. Each paper has an especially prepared surface 


to insure clearness and sharpness in the process for which it 


is made and to bring new efficiency to your work. 


Only the best wood pulp—100% bleached chemical wood pulp 
—is used in the manufacture of all MACKINAC BUSINESS 
PAPERS. Precision cut at the mill to sizes 82x11” and 82x14”, 
these quality papers are mill-conditioned and packaged in 
moisture proof wrappers. Each of the papers is available in 


brilliant white and six bright colors. 


Sold by authorized distributors. 


The complete Mackinac 
line consists of: 


MACKINAC BOND 


MACKINAC DUPLICATOR FLETCHER paper company 
MACKINAC OFFSET 20 NORTH WACKER * CHICAGO 6, ILLINOIS 


MACKINAC OPAQUE Mill at ALPENA, MICHIGAN 


P 
FSey-'s 
> 
‘ 
a 
%, 
wha 


EXTRA INCOME! 


MAILING LIST 


OWNERS! 


! 

! 

1 Do you have a list of customers, pros- 
1 pects or inquiries for your product? You 
! can receive extra income by selling us 
1 these lists for use by non-competitors. 

; We'll pay you cash for your list. The 
i publishing industry needs good up-to-date 
Many national business firms have 
j found it profitable. Why not you? 

i No salesman will call. You are under 
1 no obligation. Just drop a note on your 
1 letterhead telling us how many names you 
1! have on hand; how recently they were 
' acquired; and any other pertinent infor- 
; mation, and we'll contact you right away. 

' 


ACTIVE MAIL ORDER 


LIST CO., INC. 


241 LAFAYETTE ST., N. Y. 12 
ATT: Miss F. Richards, WAlker 5-2450 


ENVELOPE 
PRINTING 
SPECIALTY 
PRINTING 


WHAT'S YOUR LINE? 
Weite Dept. R for 


B. VERNER & CO., INC. 


§2 DUANE ST.. NEW YORK 7¢ BA 7.1466 


Letters with that Folksy Touch 


Homey, human, down-to-earth let- 
ters talk the readers’ language, and 
SELL! One series 3! -yeaors old. Write 
for circular on letterhead 


“That Fellow Bott’ 


Leo P. Bort, Jr., 64 E. Jackson, Chicogo 


BUSINESS REPLY CARDS 
$4.50 per 1,000 
in 10M lots. 
Printed in Color of your choice on 100 Ib. 
White index. Send copy. Proofs furnished 
for O.K. 
BLACK OAK PRESS 

2325 Durbin St., Black Oak, Gary, indiana 


Paying High Prices for Office Supplies? 
CUT YOUR COSTS WITHOUT REDUCING QUALITY 


We sell te court reporters lawyers accountants an! 
industry in all of the  Btates, Denmark, Panama 
South Africa, Haiti, Venezuela, the Virgin Islands and 
tanada Write for our wholesale stationery catalog of 
\cidressograph Supplies Multigraph Cylinder (loth 
You'll be pleasantly surprised by the low prices, high 
quality, new and unique ideas presented therein 
Satisfaction Guaranteed 
Pengad Companies, 224 Pengad Bidg., Bayonne, N. J. 
Established 1936 


New York City firm wants person with list know- 
how both in compilation and sales to organize 
a list compilation department. We have equip- 
ment, personnel, and finances for setting up, 
maintaining and producing lists by typing, 
addressograph, speedaumat or ozalid. More 
than just a job. Submit resume, Box #67, The 
Reporter of Direct Mail Advertising. 


D E A INCREASE 


SALES 


A direct mail advertising and sales promotion 
service for increased business and profits 
Write for FREE descriptive folder. 


SALES IDEA SERVICE 


656 W. Washington Bivd., Chicago 
2-7688 


MORE FAILURES 
PLEASE 


The story on Mr. Goetz’s Mail 
Order Failure was the most interest- 
ing article | have read in any mail- 
order book or magazine at any time. 


As a matter of fact, just the title 
of it was enough to make me read 
the article before reading anything 
else. 


One of the worst and seemingly 
insuperable problems in many types 
of mailorder today—particularly bad 
in the gift mailorder field — is that 
thousands of people who have jobs 
or businesses unrelated to mailorder 
and consequently do not have to de- 
pend on it for a livelihood, have been 
convinced that they can take a flier 
at no risk. Thus, the October and 
November magazines are chockful of 
merchandise, offered by 
“amateurs” who will be out of busi- 
ness in January, but meanwhile com- 
pete for the reader’s attention and 
ultimately harm established mail- 
order businesses by offering poor 
items, poor service, ete. 


unworthy 


They do not realize, as is well 
pointed out in the comments on Mr. 
Goetz’s failure. that with the rarest 
of exceptions, you need a line of 
follow-up merchandise to pay for 
even the hottest ad nowadays. 


As a partial result of this unsound 
mailorder advertising in 
columns” of most 
magazines contain and less 
worthwhile merchandise. With virtu- 
ally all merchandise now easily avail- 
able (a far cry from the post-war 
time when everything was scarce and 
all readers eager to buy) and hun- 
dreds of part-timers in the act, it is 
the sad truth that almost no ads pay 
even their advertising cost. Thus, the 
magazines are loaded primarily with 
$1 or $2 name-getting offers — they 
look alike, horrible, do not represent 
the merchandise which the adver- 
tisers hope ultimately to sell to the 
new name. And the shopping editors 
perhaps assume that this dollar junk 
is what the public wants and is what 
the advertisers have to offer and so 
contribute their editorial space to 
this dollar offer stuff and speed the 
deteriorating process. 


Besides the warning aspects of the 
article, it makes absorbing reading. 
Please continue to print “failure 
stories”—the supply is inexhaustible 
and this material has never been 
printed except in the most trivial way 


competition, 
the “Shopping 


less 


40 


in any of the textbooks, mailorder 
magazines, etc., so far as I know. 
Sincerely, 
Robert D. Bergman, President 
Yankee Workshops. 
ne 


3-D XMAS 
CARDS 


Three - dimensional “Keepsake” 
Christmas Cards with a lasting ad- 
vertising value are being introduced 
by Waterbury Companies, Inc.. of 
Waterbury, Connecticut, for distribu- 
tion through advertising specialty 
counselors. 


A useful plastic advertising 
cialty imprinted with the advertiser's 
name and address, is incorporated in 
the basic design of each card. A 
bright red letter opener becomes a 
Christmas candle, manicurer- 
magnifier becomes the hour hand and 
pendulum of a Grandfather's clock, 
a magnifying glass becomes a moon 
overlooking a winter scene or a 
snowman’s head. 


spe- 


In addition to expressing the Yule- 
tide sentiment, the message on each 
card invites the customer to remove 
the specialty and use it throughout 
the year, thus providing the adver- 
tiser with continued advertising 
value. 


Prices run as low as 17426 each in 
quantity, including specialty, card 
and envelope. Inquiries may be ad- 
dressed to Waterbury Companies, 
Inc., Waterbury 20, Connecticut and 
will be referred to a local advertising 
specialty counselor. 


CHUCKLES 


A woman wrote Eugene, Oregon Post- 
master Ethan Newman asking for a Eugene 
postmark “because I don’t have many from 
the New England states.” Another lady, 
seeing stamps commemorating the Ameri- 
ean Bar Association for the first time, com- 
plained to him against stamps honoring 
whiskey people. From “Postal Service 
Vews.” 
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Dazzling new SPRINGHILL, BOND is 
actually whiter than clean white chalk 


—YET COSTS NO MORE THAN “OFF-WHITE” BONDS! 


OLD A SHEET of new Springhill Bond 
H in your hand. Look at it. Feel it. Tear 
it. Fold it. You'll swear that this must be a 
premium-grade bond. Only the price and 
the absence of a watermark say it isn’t! 

Look at its whiteness. A well-known 
research lab proved that new Springhill 
Bond was measurably whiter than chalk, 
salt, even surgical cotton. Whiter than 
any other unwatermarked bond on the 
market! 

But Springhill Bond is more than just 
white. It’s level and uniform, too. And 
crisp. Just try to pick up a sheet without 
making a crackling noise! 


Compare Springhill Bond for whiteness, 
finish, opacity, and “crackle.” Once you 
do, you'll recommend it. 


Extremely printable 


We insure excellent results every time 
by cutting a sample ream from every 
reel and having it tested on actual print- 
ing presses. Springhill Bond is made to 
order for offset and letterpress printing. 
New Springhill Bond and Mimeograph 
are available in white and six colors in a 
complete range of stock sizes and weights. 
The Springhill line is also available in 
Duplicator and Ledger papers. 


Look for this attractive new design. Handy 
“zip” openers on 84 x 11 reams. All cartons 
polyethylene-lined to control humidity. 


INTERNATIONAL PAPER 220 cast 42na Street, New York 17, N.Y. 
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When Mrs. Webster caught Noah 
kissing the upsiairs maid, she ex- 
claimed, “Why, Noah, sur- 
prised!” To which Noah was sup- 
posed to have answered, “No, dear. 
You're astonished. I'm surprised.” 
This anecdote came to mind when 
two interesting articles on word us- 
age arrived here in the same mail. 
The first is taken from the monthly 
bulletin of the American Business 
Writing Association. It is written by 
Austin G. Dobbins of Howard College 
titled 

IN BUSINESS LETTERS 
FRIENDLINESS CAN BE TAKEN 

TOO FAR! 

Virtually all letter-writing texts 
maintain that business letters should 
be written in an informal, friendly 
style. Letters should be dictated “as 
if the correspondent were speaking 
directly to a reader sitting on the 
other side of the correspondent’s 
desk.” In most cases, unquestionably, 
this is excellent advice. Unfortunate- 
ly, a too frequent use of at least two 
of the elements which are said to cre- 
ate friendliness in style can block as 
well establish communication. 
Used inexpertly (mechanically), (1) 
conversational language, and (2) lib- 
eral grammatical practices can pro- 
duce obscurity, induce irritation, and 
(in short) shake the confidence of 
the reader. 


Consider the total effect of the in- 
formal, friendly usages which appear 
in the following letter: 


Dear Bob, 


Thanks a lot for pinpointing all of the 
data—particularly the test data—so quick- 
ly. It shows Jones up as a first-rate engineer 
and we are very enthused that he can 
come. After we get the chance to study 
your report farther, we should know if he 
is the man we want. 


As far as we can tell Jones is a very 
able fellow, his assets—good background, 
education and personality—-make him a 
good risk. But, Bob, there are too many 
factors involved to set up the deal imme- 
diately. We can’t afford to be taken in like 
we were before, so we have got to be care- 


a 


“Reed-able Copy” 


A Merthly Clinic: Conductid by Reed 


ful this time. If the wrong party got the 
job, things could be awfully tough on us. 

Try and understand the picture, Bob. 
This is neither an alibi nor a turn down, 
but we do have a mighty hard decision to 
make. Due to the above factors no doubt 
but what it will be best if we hold off 
until June 1959, then we'll set up the 
final decision. I'll contact you by phone 
Wednesday when you get back to your 
ofhe e. 

At least forty-five questionable 
points of grammar and diction appear 
in this lettter* (see footnote). Good 
authority (dictionary, handbook. 
NCTE) exists for the presence of each 
of these usages in informal writing.** 
( Equally good authority also exists 
for the rejection of these usages in 
informal writing. ) 

What if we accept the practices ap- 
proved by the liberal grammar- 
ians?*** The results may be disas- 
trous. Unskilled substitution of plur- 
als for singulars, unthinking use of 
comma splices, double negatives, etc.. 
simply do not lead to accuracy of 
thought or exactness of expression. 
While good reasons (based upon us- 
age, etymology, structure, or effect) 
may exist to justify these practices, 
for many readers “farther” remains 
an inadequate synonym for “further,” 
“like” does not mean “as,” “awfully™ 
is a poor substitute for “extremely” 
or “much.” Used with care, admitted- 
ly these “friendly” usages create na- 
turalness, color, vividness, warmth of 
tone. Used excessively, however, these 
practices sacrifice clarity for natural- 
ness and intelligibility for warmth of 
tone. 


Basically the use of elements of 
friendliness in letter writing is an ex- 
pression of the you-approach. The 
reader must always be kept in mind. 
Rigid application of the “rules” of 
conservative grammar defeats this 
purpose by introducing formality, re- 
ducing speed, and restricting writing 
ease. Conversely, at least in theory. 
liberal (informal) usages break down 
these barriers between the writer and 
the reader. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


This view largely ignores the fact 
that liberal grammatical practices also 
may raise barriers. Reader reactions 
may be negative instead of positive. 
Many if not most readers have been 
at least exposed to the rules of con- 
servative grammar. These readers 
may well consider “good informal 
usages” little more than marks of 
illiteracy. Until this situation is 
changed, the devices used to create in- 
formality may produce irritation or 
loss of confidence on the part of the 
reader. When or if this happens, of 
course, then the writer's attempt to 
be yvou-centered has failed. 


CREATE FRIENDLINESS 


Unquestionably the devices which 
create friendliness should be used in 
business letters. As H. W. and F. G. 
Fowler suggest, “Awfully nice is an 
expression than which few could be 
sillier; but to have succeeded in going 
through life without saying it a cer- 
tain number of times is as bad as to 
have no redeeming vice.” The con- 
tention of this article is that, simply, 
in business letters words and gram- 
matical practices similar to “awfully 
nice” should be used with care. 
Friendliness is essential in business 
letters. Mechanical or unthinking use 
of the elements which produce friend- 
liness, however, can be taken too far. 
When use of these elements produces 
obscurity and loss of the reader's con- 
fidence, then surely it is time to call a 
halt! 

* These usages are as follows: ‘lot, 
pinpointing, all of, data—It shows up, 
first-rate, no comma and, very, en- 
thused, can, farther, if able, fellow, 
comma, assets, no comma and, risk, 
But, factors, set up deal, taken in, 
like, comma so, have got to, party, 
got, things, awfully, tough, Try and, 
picture, alibi, turn down, mighty, 
hard, Due to, above, factors, no doubt 
but, but what, hold off, June no com,- 
ma, 1959 comma, set up, contact, 
phone. 

** See, for example, The American 
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DIRECT MAIL ADVERTISING 
AND SALES IDEAS 


REPORTER REPRINTS 


Reprints of Fact-Filled and Idea-Stimulating articles 


49 WAYS DIRECT MAIL CAN BE PUT TO 
WORK IN YOUR BUSINESS. A check list. Find 
out how many of the 49 ways you can use in your 


HOW IMPORTANT IS GOOD LETTERHEAD 
DESIGN ? Let Joseph Koelbel of R.O.H. Hill, Inc., 
New York tell you how to improve your letterhead 

25¢ 


HOW AN EXCLUSIVE RETAIL SHOP USES 
DIRECT MAIL SUCCESSFULLY. Gives a com- 
plete direct mail program used by Lynn’s Ap- 
parel Shop. Can be adapted to other retail stores 

25¢ 


SOME PLAIN THINKING ABOUT DIRECT 
MAIL. Four formulas on how to make your direct 
mail better. An outline for thinking.......... 25¢ 


ADVERTISING MANAGER submitted budget to 
new president who slashed direct mail from pro- 
gram. Problem: How to convince management 
that direct mail must stay to achieve maximum 
promotional impact. Brainstorming produced 58 


NEWSLETTERS SEEM TO BE TODAY’S 
MAGIC FORMAT. Most successful one so far is 
Emery Air Freight’s. Tell-all case history gives 
methods, results, copy cues ................ 25¢ 


CAN YOU MEASURE DIRECT MAIL beyond 
usual method of counting reply cards? Yes .. . 
through readership studies. Leonard Raymond re- 
ports on 5 studies giving results and illustrated 


THIRTEEN READY MADE LETTERS FOR FI- 
NANCIAL SALES SUCCESS. Ferd Nauheim 
presents 13 different letters for selling securities 
and explains how and why they should be used 

50¢ 


FUND RAISER TELLS .. . how he keeps a 100% 
corrected mailing list. System can apply to any 
business and will help you maintain contact with 
25¢ 


27 


INDUSTRIAL DIRECT MAIL. Bob Delay shows 
results of 4 direct mail programs for clients, plus 
readership results of each. Mailings illustrated 

25¢ 


CHECKLIST FOR SELLING. A 50 step method 
used by Old American Insurance for making sure 
(ahead of time) that their direct mail package is 
complete and well designed. It’ll help you pre- 
judge your direct mail........ 25¢ 


HOW GOOD ARE RETAIL MO CATALOGS? 
Lester Harrison tackles the subjects with figures, 
common sense and reasons why. You’!! learn why 
top retailers consider this department essential 
to profits 


HOW A MECHANIZED PUNCH CARD SYS- 
TEM CAN HELP FUND RAISING BY MAIL. 
Basic information if you are faced with problems 
of volume addressing, tabulation, record keeping 
and follow up........ 25¢ 


HOW CUSTOMIZED DIRECT MAIL HELPED 
DOUBLE DALE CARNEGIE ENROLLMENTS 
IN THREE SHORT YEARS. Tells how to win 
rospects and influence specific market groups. 

tters given 5¢ 


AN UNUSUAL SALES PROMOTION SERVICE. 
KGA’s (NYC advertising agency) story about Ta- 
lon and Crown Cork campaigns. Pieces illustrated. 
Gives well planned sales promotion and merchan- 
dising programs. 8 pages of helpful menos ~ 

¢ 


HOW DO WE GET THERE FROM HERE? Whit 
Hobbs, copy chief, BBD&O, N.Y. thinks there are 
six things wrong with the advertising business 
and tells what he’d like to do about it. Enjoyable 


SIMPLE LETTER CAMPAIGN TO WIVES 
SELLS HEATERS. Knipco campaign puts fire 
under hubby and dollars into the Christmas fund. 
Tells how 86 wives sold 600 dealers on Knipco 
Portable Heaters 25¢ 


MAIL ORDER STRATEGY: An idea-packed man- 
ual of perscnal interviews conducted by Lewis 
Kleid. 22 mail order experts answer nearly 600 
questions. Their “how we do it” advice will help 
you plan your own successful mail order strato 
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DIRECT MAIL ADVERTISING 
AND SALES IDEAS (continued) 


HENRY HOKE LIBRARY 


Can be purchased separately or ina complete 
Binaer enclosed in an attractive green Case 
inder for your desk or library shelf. 


13 DOGS THAT CLIMB TREES: A personal adven- 
ture story, telling how one man (Henry Hoke) 
undertook the job of learning through trial and 
error the fundamentals of direct mail ee 

1.00 


189 HOW TO THINK ABOUT SHOWMANSHIP IN 
DIRECT MAIL: This study has helped many peo- 
ple to do a better job with their direct mail, 

14 HOW TO GET THE RIGHT START IN DIRECT whether it be simple or elaborate.......... $1.00 

ADVERTISING BY HARRIE BELL: This is the 

best textbook or outline available for a 

beginners in direct mail ABC’s...... eet 20 HOW TO THINK ABOUT MAIL ORDER: This 

important study explains exactly what “mail 
order” is. It gives the opinions of a score of com- 

18 HOW TO THINK ABOUT DIRECT MAIL: In petent experts in the field . . . attempting to de- 
five easy to read sections, it gives the basic essen- fine “the real secret of suecess”............ $1.00 


tials for the successful use of direct mail... .$1.00 


21 HOW TO THINK ABOUT PRODUCTION AND 
MAILING: Contains an outline for training pro- 


16 HOW TO THINK ABOUT LETTERS BY HOW- duction and mailin A 
g supervisors. 16-page sup- 
ARD DANA SHAW:A reprint of thirteen thought plement included free on list building, buying, 
provoking articles by the Philadelphia letter writ- renting and maintenance.............. . .$1.00 


22 HOW TO THINK ABOUT INDUSTRIAL DI- 


17 HOW TO THINK ABOUT READERSHIP OF RECT MAIL: Months of surveying uncovered the 
DIRECT MAIL: What is a normal result percent- theories, opinions and case histories of hundreds 
= — direct mail? Ranges from zero a } of practitioners in industrial advertising. . . .$3.00 


23 1 complete set of above ten direct mail boobs 
18 HOW DIRECT MAIL SOLVES MANAGEMENT oosied ts Library Case Binder at.......... $12.50 
PROBLEMS: Direct mail isn’t worth considering 
unless it actually solves for you a specific man- 
agement, promotion, publicity or sales problem 
$1.00 


[) Send me your quantity price sheet. 


( I’ve checked items wanted above and am enclosing check 
in payment. 


The Reporter of Direct Mail Advertising 
224-7th Street, Garden City, N.Y. 
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And no wonder. 


Complete Home Movie Outfit 
replete with 8mm camera, projector, 


screen, light bar and gadget bag... 
and 50 feet of coior film to cement the sale. 


(Movie film and camera by Kodak of course) 


Appeal? 
You're the Producer, the Casting Director .. . your 


friends and loved ones the stars . . . living room 


premieres and a living library of movie com- 


memories filled with the happiest times of your 


life... 


Appeal? 


MAILING PIECES? 


We have the letter, the order card, 
the four-color circular... 


A punchy package of fast-action sell 
printed in gang runs that save you a bundle. 


Ail you do is mail the package . 
and tell us where to send the orders. 


3 — All shipments go out on 
15-day guaranteed free trial. 
We'll take any you get. 
You don't need a warehouse. 
Or inventory worries. 
» Just customers. = 
And how they'll go for this movie outfit. 
1; More than a million in sales says so. 
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FUND RAISING 
INDUSTRIAL 
COMMERCIAL 


MAILING LISTS 


State your list needs 
and we will send you details 


at no obligation to you. 


WILLIAM M. PROFT 
ASSOCIATES 


Brokerage ¢ Compilation 


Research 


2 Main St. 


Telephone: ORa 


“wange, N. J. 
7-1300 


— BROCHURES -—— BUSINESS REPLY CARDS — DEALER AIDS — POST CARDS — 


CATALOGUE SHEETS ——- STUFFERS — 


get 
the 

inside 
story! 


production 
cost 
with no 


sacrifice 
of quality 


learn How 


Curteccheolor® 5.D 


“a 4 color process adds depth’ 


Creation and production service can 
bring you full color direct mail and 
advertising materials at surprisingly 
low cost often lower than an 
ordinary two color job. 


Printing Buyers — don’t place your 
next order for collateral until you 
have read our now FREE circular 
“Redcving Production Costs with 
Curteichcolor 3-D". It tells how we 
are able to do it — we're color spe- 
cialist with economizing techniques. 
If in doubt — ask for a price quo- 
tation. 


— @ national sales force serves you — 


‘CURT TEICH & CO., Inc. 
1733 W. Irving Pk. Rd., CHICAGO 
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College Dictionary (1953), Kierzek; 
MacMillan Handbook (1954), Leg- 
gett; Prentice-Hall Handbook (1954), 
McCrimmon; Writing with a Purpose 
(1950), Marchwardt; Scribner Hand- 
book (1948), Myers; Guide to Amer- 
ican English (1955), Moore; Effective 
Writing (1955), Perrin; Writer's 
Guide (1950); College English, vari- 
ous issues, to date. Frequent disagree- 
ment should be noted. 

*** “Liberal,” of course, is a relative 
term. 

(Footnote on footnotes: If you want 
to interrupt the reader's flow of un- 
derstanding. stick an asterisk in the 
text.-O.E.R.) 

Of course, the letter itself is not a 
good letter. But we think most people 
could understand the “liberal gram- 
matical practices” that Mr. Dobbins 
takes exception to. 

In contrast. Jim McAdam has writ- 
ten a little thing for Bermingham & 
Prosser in their newsletter. Also con- 
trived. But makes a point: 


THE NEWLY HIRED TRAVELING 
SALESMAN 


... wrote his first sales report to the home 
office. It stunned the brass in the sales 
department. Obviously, the new “hope” was 
a blithering illiterate, for here’s what he 
had written: 

“I seen this outfit which they aint never 
bought a dimes worth of nothing from us 
and | sole them a cuple hunred thousand 
dollars of guds. I am now going to Cheaw- 
go.” 

But before the illiterate itinerant could 
be given the heave ho by the sales manager, 
along came another letter: 

“I cum hear and sole them haff a mill- 
yon.” 

Fearful if he did, and fearful if he 
didn’t fire the illiterate peddler, the sales 
manager decided to dump the problem in 
the lap of the president. 

The following morning, the members of 
the ivory tower were flabbergasted to see 
the two letters posted on the bulletin board 
and this letter from the president tacked 
above: 

“We ben spending two much time trying 
two spel instead of trying to sel. Lets wach 
thoes sails. | want everyboddy should read 
these letters from Gooch who is on the 
rode doing a grate job for us, and you 
should go out and do like he done.” 

This president had decided that the 
technicalities of communication weren't im- 
portant as long as the message was clear. 
Gooch was reaching his “cusstomers.” 

Languages are called “tongues.” 
Which indicates to me, at least, that 
language, words, expressions spring 
from oral use rather than from writ- 
ten use. 

Purists are going to have a hard 
time keeping the language “pure” 
(whatever that means) as long as 
there is colorful conversation. 

Paul Bringe said it as well as I’ve 


ever heard it said: “An expert musi- 
cian makes his audience forget ihe 
instrument while listening to the 
music. Similarly, the words we use in 
mail selling should not call attention 
to themselves—they should plant a 
direct and positive meaning and then 
begone. Too much advertising gives 
star billing to words instead of mean- 
ings.” 

Scholars call the use of “like” for 
as” pejoration. ( Definition: To make 
worse.) They take exception to 
the sports writer who wrote, “The 
Tigers face a crucial test this spring” 
claiming that the pure definition of 
“crucial” is “having the form of a 
cross.” That it has nothing to do with 
baseball. 


They carp at the use of “mission- 
ary” in terms of salesmanship—the 
salesman who makes missionary calls 
on prospects. Because the pure mean- 
ing of missionary is supposed to be 
“one who carries a religious message 
afield.” 

Who is to say what is good usage? 
Who is the arbiter of language usage? 
It isn’t the lexicographer, the teacher 
of grammar, the guardians of pure 
English—but the people who talk and 
write the language every day. 

Our job is to make ourselves clear, 
to use words our readers understand 
without grabbing their dictionaries 
words that impel. convince, motivate. 


We're not writing essays by the 
rules. We're writing living English, 
and the “tongue” we use can't be fene- 
ed in by rigid rules and still do its 
job. which is to move people to 
do what we want them to do. 


If torn between “liberal grammati- 
cal practices” that reek of friendliness 
and “grammatically correct practices” 
(whatever they are) . . . do the friend- 
ly thing. 


Are You Losing Sales in the 
“Under 50,000 Population” 
Cities and Towns? 


(From newsletter, “Marketing Reminders,” 
published by Richard Manville, 230 Park Ave., 
New York 17, N. Y.) 

Here are some highlights from a series of 
tables and charts on the small town market 
which we recently prepared for Bill DeVi- 
talis, Advertising Manager of the American 
Legion Magazine. It offers some ideas on 
Markets and Dollar Potential you may be 
overlooking: 
pip YOU KNOW THAT: 

1. Nearly two-thirds of the U. S. population 
resides in cities having under 50,000 popu- 
lation. 

2. These cities contain 62 per cent of all re- 
tail establishments and account for 53c out 
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THE Koskam co. 
P.0. Box 855 
K.C. 41, Mo. 


HIGH VOLUME 


DMAA ATCMU 


_ NATIONAL COUNCIL 
of MAILING LIST BROKERS 


Master Copper 
Powderless 
Etching 
Machine 


Copper 
Powderless 
Etching gee 


Superior printing —molding is 


now a reality in copper plates. 


Greater depth in highlight, 


middletone and shadow areas. 


HORAN 
ENGRAVING CO., 


44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 


Branch Office: Newark, N. J. 


of every dollar spent in retail sales $90' 
billion. 

3. More than 2/3 of the appliance stores in 
the U. S. are in places of under 50,000 
population accounting for over half the 
$ sales volume ($1.7 billion) —(53%). 

1. Almost 7 out of every 10 auto accessory 
dealers are found in these towns. 

5. Over 2/3 of the retail sales of lumber, 
building materials, and hardware are made 
in cities with less than 50,000 population 
($6.1 billion). 


6. Better than 1 out of 2 liquor stores are 
doing business in the under 50,000 inhabi- 
tants ($1.4 billion and 45%). 

Data and charts, plus statistics on $ vol- 
ume by city-size for 12 product categories 
are yours for the asking. Write Bill DeVi- 
talis at the American Legion, 720 Fifth 
Avenue, New York 19, N. Y. 


HARRY CHALKS UP 
25 YEARS WITH 
SEC OF N. Y. 


Over 600 people paid tribute to 
Harry R. White, who has served 25 
years as Executive Secretary of the 
Sales Executive Club of New York. 
In the crowded Grand Ballroom of 
The Hotel Roosevelt, Tuesday, May 
5th, Harry relived his colorful career 
during a special presentation, “This 


Is Your Life. 


Left to right in photo: Mrs. Marjorie White; 
Harry R. White, Executive Secretary of the 
Sales Executive Club of New York; Ben H. 
Wooten, President of the First National Bank 
of Dallas, and soon to be recipient of Horatio 
Alger Award; Dr. Norman Vincent Peale, Pastor 
of New York’s Marble Collegiate Church. 


Even those who know him well, 
were surprised with his many, many 
accomplishments, the many public 
service things he’s had a hand in 
since the early rocky days of the 
club when membership was barely 
200 (today over 3,500). 

We were amused to learn that 
Harry actually landed his SEC job 
with a unique, low-budget kind of 
direct mail campaign . . . posteard 
campaign. This was the Fall of 1935 
after graduation from Columbia Uni- 
versity. After an interview with the 
then club president, I. S. “Stick” 
Randall, General Sales Manager of 
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| 6 months, $14. Or send $2 for current issue. 


Dangle your message before 
Prospects’ eyes: The 
Connelly Organization's 
exclusive new tag mailing 
format has action and 

impact, gets results! 


String-up one to a dozen 
tags, samples or swatches — 
in any size envelope. 
Irresistible pull-string zips 
open the envelope — out 
pops your message! 
Readership is assured. 


Put ZIP in your next 
mailing. Write for free 
brochure and samples. 


CONNELLY: 


ORGANIZATION, INC. 
Mail Advertising Services @ 
Specialties since 1931 
NOW AT 2400 WALNUT STREET 
PHILADELPHIA 3, PA. — LO 8-6400 


VAL 


( Read-Me-First | 


power of four color process 
pictures on your ENVELOPE 
(and letterheads, too!) 
FREE KIT when requested on 
business letterhead 


Top quality . . . bottom prices 
Colortone puss 
Color Stationery Specialists 
2412-24 17th St. N.W., Wash. 9, D.C 


MAKE YOUR LETTERS BUSINESS GETTERS — 
SWAP IDEAS WITH MASTER LETTER WRITERS. 
Join BETTER LETTERS Exchange. Every month 
you get reproductions of winning letters and 
why they succeeded—letters you can adapt. 
Special features: Words to Look Out For — 
Before and After — Letters That Sell, Collect, 
Build Goodwill. Edited by Paul J. Bringe and 
Orville E. Reed, nationally recognized letter 
writing authorities. 12 month subscription, $24. 


BETTER LETTERS Exchange, 106 N. State St., 
Howell, Michigan. 
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and Canad 


@ The place: Montreal's new Queen Elizabeth Hotel. 


@ The date: September 16-19, immediately following the DMAA 
Convention. 


coup de maitre 


means a “master stroke” . . . a deft maneuver, a job well done. 


It’s a favorite expression in Montreal where many direct mail people 
speak both French and English. 


You'll say “coup de maitre” too, when you exhibit your product line 
in Montreal this September . . 
Exhibits of the Mail Advertising Service Association International. 


. at the 38th Annual Convention & 


@ The audience: 500 owners and production supervisors of commer- 
cial direct mail shops. They’ll be coming from all over the U. S. 


to see, hear, and BUY! 


If you're a direct mail supplier: offset presses, paper, inks, addressing 
and mailing equipment, etc., plan your “coup de maitre” now. 


Reserve sales-winning exhibit space now by writing: 


MASA Exhibits 


18120 James Couzens Hwy 
Detroit 35, Michigan 


EACH 


3] 


day of the month inside 


MONTHLY BUSINESS BOOSTERS 
INDIVIDUALIZED WITH YOUR CLIENT'S OR 
PROSPECT’S NAME PRINTED ON THE FRONT. 


The PERSONAL APPOINTMENT RECORD, three fold- 
fits the man’s coat pocket for keeping 


ed panels, 


track of away-from-office dates, 


meetings, 


dinners, 


birthdays, golf. Over a square inch space for each 
day of the month. 


The DESKCALENDAR folds to fit the 
woman's purse, or it will stand on her 
desk or dressing table. A line for each 


Each costs less than a phone call, and your complimentary ad is 
included. Which interests you? Samples and prices on request. 


/ 


colorful 
welcome on any 
standard No 


new design each month 
desk. It fits 


10 envelope. 


We are also equipped to individualize material furnished by you. 


costa mesA4 THE DESKFINDER CO. 


The DESKFINDER BLOTTER with its 


the 


CALIFORNIA 


the Frosted Foods Division of Gen- 
eral Foods, Harry realized he had 
competition. So he sent a postcard 
each day for several weeks, each one 
highlighting a single quality that 
would make this young, college grad- 
uate the perfect choice for SEC of 
NY. 

Randall hired Harry for 320 a 
week and warned that the job was 
just a stepping stone... would never 
pay more than $25! 


ANOTHER LETTER 
FORMULA 


From the newsletter “The Ambassador,” 
issued by R. O. H. Hill, Ine., letterhead 
specialists, 270 Lafayette St.. New York 12, 
N 


THE “s” FORMULA FOR BETTER LET- 
rers. Make your letters short — by 
which is meant the elimination of 
needless repetition, beating around 
the bush, unnecessary words, etc.: 
make them simple —by which is 
meant the use of short words, short 
sentences, short paragraphs. In other 
words, be brief without being tele- 
graphic: make them strong — by 
which is meant the use of specific 
action verbs, the avoidance 
of expressions such as “it appears.” 
In other words, don’t hedge. Come 
to the point: make them sincere—by 
which is meant using the human 
approach, writing as you would talk. 
using names, personal pronouns. In 
other words, be yourself. 


words, 


LETTER TO THE EDITOR 


Dear Sir: 

Fred G. Weber, Sales Promotion Mana- 
ger, Will Corporation, Rochester 3, N.Y. 
wrote you a letter, part of which was re- 
printed on page 54 of the April, 1959 issue 
of the Reporter. 

May | add my small bit to his excellently 
stated, well phrased, timely comment ? 

HE’S RIGHT!!! 

Wish | had bigger type. 

HE’S RIGHT!!! 
Should be in “I” Railroad. 
HE’S RIGHT!!! 

Please advise if we should take up a col- 
lection for laundering the blue demins 
worn by the excellent staff of the Reporter. 

Very truly yours, 
Whitney Metal Tool Company 
(Signed) Wayne S. Reck 
Advertising Manager 

(Ed. Note: Thanks, Wayne .. . but we 


have plenty of soap.) 


THE REPORTER 


4 
4 
vai 
if 
i 
| 
— 
~ 
st: 
pa 
= 


when you print on colorful EAGLE-A QUALITY TEXT and COVER WEIGHT 


You catch the eye instantly with a printed piece on famous Eagle-A Quality Text. Your reader's sure te 
be attracted by this handsome paper — whether you print on the brilliant Brite White, the distinctive 
Arctic White or on any of the six glowing colors. Quality Text is now available in a new Cover Weight, too, 
in white and matching colors. You can combine the text and cover weights to produce really striking 
brochures, catalogs and annual reports, printed by offset or letterpress. And you can order envelopes 
to match, Look into the economy of this fine paper, too. For a sample portfolio, write to Dept. R. 


AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS, MAKERS OF EAGLE-A COUPON BOND AND 0 
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Before you 
make your 


next mailing 
. . CHOOSE 
FROM THE 


MAIL ORDER BUYERS 
INQUIRERS and PROSPECTS 


For an immense fund of data and 
MOSELY custom-prepared LIST 
RECOMMENDATIONS, simply 
send us in confidence a detailed 
letter about your list problems 
along with sample mailing pieces, 
ads, ete. NO COST OR OBLIGA- 
TION. Write: 


MAIL ORDER 
LIST SERVICE. Inc. 


MAIL ORDER LIST HEADQUARTERS 
Dent. R-65 
38 Newbury St., Boston 16, Mass. 
Charter Member National Council 
of Mailing List Brokers 


CALL 


NG 


ANY EXTREMES 
from type, lettering, logos, 
You dream up the effect you want 
we'll reproduce it to perfection. 


PLaza 
FLEXO-LETTERING CO., INC. 
305 East 46 St., New York 17 

Since 1937 the greatest name in Trick 


Photography and Process Lettering 
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NAMES IN THE NEWS 


Who's doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 
up of ... “Names In The News” 


DONALD W. BARNES has been ap- 
pointed vice president and assistant treas- 
urer of Black and Musen, Inc., Spring- 
field advertising agency . . . CHARLES 
F. BECK has been appointed advertising 
promotion manager at Rodale Press, 
Inc., Emmaus, Pa. . THOMAS L, 
BELL, JR. has been named general sales 
manager of Photostat Corporation . . . 
J. W. BRISICK, advertising manager, 
Schering Corporation, Ltd., has been re- 
elected president of the Pharmaceutical 
Advertising Club of Montreal for a 
second term FREDERICK L. 
BUNTING, formerly advertising and 
sales promotion manager of Columbia 
Ribbon & Carbon Mfg. Co., has joined 
Management Magazines, Inc., Green- 
wich, Conn., as sales promotion man- 
ager . . . Eight appointments in the 
Advertising Department at Abbott Lab- 
oratories have been announced by 
CHARLES 8S. DOWNS, vice president 
in charge of advertising and public rela- 
tions. WILLIAM G. CHAPPELL has 
been appointed advertising research 
manager. Newly appointed institutional 
promotion manager is RICHARD J. 
DUBOURDIEU. RICHARD T. COL- 
LIGNON has been named antibiotics 
promotion manager. Chemical promo- 
tion manager is ROBERT E. RYAN. 
Appointed product promotion managers 
were DEAN CARSON, JOHN TAPLIN, 
JOHN P. WIRTZ and WILLIAM R. 
MELHORN .. . RUDY GARCIA has 
been appointed executive director of the 
Pennsylvania division of Mel Richman, 
Inc. Garcia will be responsible for di- 
recting the operation of the division's 
art, photography and film studios .. . 


SAM GERSHUNY, formerly account 
executive at} McCann-Erickson, joined 
the Chicago headquarters of Edward 


H. Weiss & Co., as vice-president and 
chairman of the Plans Board .. . OKE 
R. HENSTRAND has been appointed to 
the post of advertising and sales promo- 
tion manager for Plax Corporation, 
Hartford, Conn. .. . JOHN B. “BRAD” 
HUBERT has joined F. B. Hubert Ad- 
vertising Counselors, Detroit, Michigan 
as junior account executive and media 
director . . . FRANK J. KATEN, direct 
mail advertising manager of The Hecht 
Co., has been elected president of the 
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Uptown Washington Lions Club... 
KENNARD G. KEEN, JR., vice presi- 
dent and director of Arndt, Preston, 
Chapin, Lamb & Keen, Inc., Philadel- 
phia and New York, moves up to presi- 
dent of the agency on July 1. He suc- 
ceeds JOHN F. ARNDT, who becomes 
chairman of the board and treasurer. . . 
WILLIAM W. KIGHT, president of 
Kight Advertising, Inc., Columbus, Ohio, 
has been elected governor of the AFA 
Fifth District . . . MRS. KAY LAIRD, 
vice president and general manager of 
Graphic Service, Dayton direct mail 
agency, has been elected to a two-year 
term as dircetor of the Dayton Adver- 
tising Club . . . ROBERT C. LIEBLER 
has been named advertising promotion 
manager of Women’s Wear Daily 
JOEL J. LISKA joins the staff of Han- 
son & Stevens, Inc. as copy and account 
executive . . . JOSEPH McHUGH has 
been appointed advertising manager of 
Mister Softee, Inc. of Runnemede, N. J. 
. . O. E. McIntyre Incorporated, New 
York mail marketing firm, opens a 
40,000-square foot mailing plant design- 
ed to handle 100 million pieces of mail 
annually in Melrose Park, 13 miles 
north-west of Chicago's Loop 
PETER M. MOYER, formerly assistant 
advertising manager of the Singer Sew- 
ing Machine Company, has _ joined 
Thrush Press, Inc., a printing firm, as 
vice president .. . EDWIN L. NEVILLE 
announces the formation of his organ- 
ization, Edwin L. Neville Exhibits Man- 
agement, with offices at 758 Lincoln 
Building, 60 East 42nd Street . . . The 
following were elected officers of MASA- 
NY: VINCENT NUGENT, B. Brown 
Associates, president; BERNARD FIX- 
LER, Creative Mailing, Inc., vice-presi- 
dent; HENRY ROTHMAN, Century 
Letter Service, secretary; ROBERT 
PATAFIO, Ambassador Letter Service, 
treasurer CHARLES POLIS has 
moved to The Shaller-Rubin Company, 
Inc., as associate art director. Other 
newcomers to the department are AL 
EHRIG and VINCENT MESSINA .. . 
RECLAME-, ADVIES, & ADVERTEN- 
TIEBUREAU HAN SNEL-AMSTER- 
DAM-C, for the second year in a row, 
has been awarded the annual prize tor 
the most successful direct advertising 
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given by Assn. for Publicity... J. 
JACKSON RIGGS was appointed vice 
president—Marketing of Argus Cam- 
eras, a division of Sylvania Electric 
Products, Inc. . .. MARTIN R. ROSEN- 
BUSH has been appointed advertising 
and sales promotion manager of Pen- 
nington Press, ROY PROTZMAN, vice 
president and general manager of the 
new, Chicago-headquartered publishing 
house MORRIS SHAW has been 
promoted to general sales manager of 
Ever Ready Label Corporation, Belle- 
ville, N. J. He has been with the com- 
pany since 1945 BILL STEINER 
changes company name to William 
Steiner Associates, Inc., 42 East 64th 
Street, New York 21, N. Y. MR. 
EDWARD THEIME, former advertising 
plans advisor, has been appointed ad- 
ministrative manager of the Advertis- 
ing Division, it was announced by HER- 
MAN W. LEITZOW, vice president of 
Schering Corporation, Bloomfield, N. J., 
pharmaceutical manufacturer . . . JOHN 
H. THOMAS, Ross-Martin Company, 
Tulsa, Oklahoma was featured speaker 
at Tulsa Sales Executive's Club recently 

SVEN THORNBLAD has joined 
the creative staff of Smith. Winters, 
Mabuchi, Inc., as copy chief . . . GENE 
WEDEREIT, director of advertising and 
public relations, Chemetron Corp., has 
been named chairman of the Business 
Paper Committee of the Association of 
National Advertisers. 


ABOUT CIRCULATION 


Richard Loyer, manager of Mail 
Circulation Sales, McGraw-Hill Pub- 
lishing Company, did a bang-up job 
with his presentation at the May 
meeting of the Hundred Million 
Club, Hotel Dorset. in New York. 
His subject, quite naturally, is what 
they're doing in circulation on some 
30-odd business publications. 

Dick talked from rough notes. and 
we didn’t realize it until after he sat 
down. But we did pencil on the back 
of an envelope, some of the interest- 
ing highlights: 


e Circulation on each of the books 
is fairly carefully controlled. In other 
words, circulation managers turn 
down subscriptions when they learn 
that a subscriber does not qualify 
job-wise to be on the list. Last year, 
for example McGraw-Hill “books” 
turned away $113,000 in sub revenue 
from individuals who were wrong for 
the magazine they subscribed to. This 
oughta be dogma for every publisher 
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in the business and consumer press. 

Not so good for the big number | 
seekers, but it’s sure the makin’s of | 
a highly responsive audience. | 

e McG-H does quite a bit of pros- | 
pecting for new names among present | 
subscribers. Mailings to them bring | 
as high as a five percent return in 
new names. 

e Some of the books carry “bingo” 
cards. They're the cards some pub- 
lications use as a service to readers, 
making it easier (sometimes too 
easy) for them to write in for prod- 
uct literature offered in editorial | 
columns. We were interested, though, | 
to learn that 40% of the cards re- | 
turned were from people not already 
on subscription rolls. A good source 
of new names. 

e McG-H circulation people figure 
that two years is as long as they want 
to fool with a prospect name: that 
they discard unresponsive prospect 
names after that time. 

e They're using 3rd Class Mail on 
renewals with no harmful effects. 

e They include a flyer in circula- 
tion promotion listing articles which 
have appeared in the magazine being 
promoted in the last six months. 
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WHAT DIRECT MAIL 
NEEDS 


Here is a wonderful paragraph from a 
talk delivered by Paul Bringe at Detroit 
Direct Mail Day. After describing a new 
personalized campaign of Milwaukee Dust- 
less Brush (costing about 20c per piece to 
a select list) .. . Paul said: 

Results to date indicate it is pos- 
sible to beat higher postal costs by 
sharply increasing the impact of the 
mail, by making it more personal so 
that it will do a stronger selling job. 
Doesn't this indicate that the ama- 
teur approach to mail is on the way 
out? Mail is becoming too expensive 

we can no longer afford the luxury 
of letters written by the bookkeeper. 
the office boy or your secretary. If 
a letter is to bring action, | am not 
willing to have it written by a person 
who does not have the direct mail 
approach, the feel for personal sell- 
ing that mail requires. | don't want 
it written by an expert copy writer 
whose experience is concentrated in 
Life, This Week. or the Saturday 
Evening Post. An expert with such 
copy often is a complete failure with 
direct mail — maybe because of his 
own attitude toward mail. fre- 
quently considers it beneath him. 


FILM-LETTERING 
$1.00 PER WORD! 


Reduced or enlarged to fit your layout... nega- 
tive or positive ...No photo-print charge !...No 
photostat charge!...No minimum charge!... 
Unlimited choice of styles!...24 hour service! 
New FREE specimen chart on request. Mail 
service anywhere in U.S.A. Address Dept. DM. 


RAPID 
TYPOGRAPHERS 
INC. 

305 E.46 ST.,N.Y.17 

MU 8-2445 


A NEW APPROACH TO PRODUCT 


QROMOTION & MERCHANDISING, 
USE 


NATURAL COLOR POSTCARDS, 
SELF MAILERS & BROADSIDES 


Plastichrome™ reproductions have won the 
Lithographers National Association Award for 
5 straight years. This means you buy the very 
best — each postcard in vibrant 4 color 
process to give extra impact — more realism. 
Plan a color postcard promotion in your next 
campaign, supplement it with Plastichrome 
natural color brochures, broadsides and 
catalog sheets. The cost is amazingly low — 
the results fantastically high. 
And ber — Pi h K 
gives you all these extras 


@ Complete creative service 

@ Highest quality of the industry 

@ Full color proofs at no additional charge 
assures satisfaction 

@ Prompt, on-time delivery 

@ low prices — a complete compaign for less 
thon 1¢ each. 

Write for FREE Merchandising Kit 


COLOURPICTURE PUBLISHERS, INC. 
Massachusetts 


400 Newbury Street, Boston 15, 


by Col pict 
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if you make or sell paper, envelopes or equipment .. . if you are a printer, 
lithographer or mail advertising service . . . if you are a broker, compile 


or own lists or directories . . . then you want the coverage 


a. closing date for the biggest Reporter issue of the 


year .. . the DMAA pre-convention September issue. 


@ 10,000 copies will be printed. Besides regular dis- 
tribution, LOOO September issues will be on hand in 
Montreal for the delegates attending the 42nd annual 
Direct Mail Advertising Association Convention. 
September 13th to 16th and the 38th annual Mail 
Advertising Association Convention, September 


16th to 19th. 


@ Your audience regular Reporter subscribers 
and DMAA and MASA delegates . . . 
money than ever before for Direct Mail products and 
services. They need and buy ideas, planning, copy 
and art; along with catalogs, booklets, broadsides, 
flyers, order forms, house organs, newsletters, 
automatic typed letters, flathed processes, multi- 
graphed and offset letters, addressing and mail- 
ing services. They also rent and buy mailing lists 


is spending more 


and directories. They need paper and envelopes 
and equipment or the services of equipment. 


the September issue offers. 


important 


date 


Last year DMAA estimated that $1.800,000,000.00 was 
spent for your kind of products and services. 


@ A dominating ad in the September issue will help 
your company get the prominence and recognition that 
help make sales easier. You'll reach these important 
buyers before and during the annual conventions. The 
September issue will be received by subscribers before 


the start of the Montreal conclaves. 


@ If you're not already scheduled for a September ad, 
I 

then make plans now to capitalize on the biggest issue 

of the year and the biggest Direct Mail gathering of 


the year. 


@ Space reservations close on August 3rd and 
your plates are needed by August 10th. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


224 Seventh Street, Garden City, L. I., New York Ploneer 6-1837 
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Colin Campbell 
Chairman of the Board 

Robert F. DeLay 

President 


Direct Mail Advertising Association 
3 East 57th Street, New York 22, N. Y. 


MUrray Hill 8-7388 


Fred Williams New 
DMAA Western Head 

Fred L. Williams. Western sales 
promotion and advertising manager. 
Pennzoil Company, Los Angeles. has 
been named to the new post of West- 
ern Vice-Chairman. DMAA. 

The announcement was made at 
the Los Angeles Direct Mail Day 
luncheon attended by a record-break- 
ing group of more than 200 direct 
mail people. DMAA Board Chairman 
Colin Campbell and President Bob 
DeLay were guest speakers at this 
event. Mir. Williams was chairman 
of the Direct Mail Day session. His 
company's direct mail program is a 
very extensive one, includes 
much work for dealers. 


West Coast Meetings 
Set for ’60 and ’61 

Plans are already being made for 
a 2-day DMAA meeting in April or 
May. 1960, at San Francisco. And a 
similar meeting at Los Angeles in 
1961. These events recognize direct 
mail’s rapid growth and importance 
on the West Coast. 
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Deadline Extended for 
DMAA Contest — New 
Date Is July 15 

The deadline for the Direct Mail 
Leaders contest is 9 a.m. Wednesday, 
July 15, instead of July 1, originally 
announced, Reason for extension: the 
numerous requests from those who 
need more time to assemble their 
portfolios. Meanwhile, many entries 
have already been received. 

All winning portfolios tour the 
L.S. and Canada, are featured dur- 
ing Direct Mail Days, clinics and 
meetings of advertising, sales and 
merchandising groups, as well as 
colleges and universities. 

If you have not received the entry 
blank form, and would like to have 
your direct’ mail entered, write 
DMAA Headquarters for information 
and forms. Do it today! 


275 Subscribe to DMAA 
Mailing List Code 

Already, more than 275 DMAA 
member firms have subscribed to the 
Code of Ethics and standards of prac- 
tice for rental and exchange of mail- 
ing lists. 

Copies of the list are available on 
request to DMAA Headquarters. Do 
you rent or exchange mailing lists? 
Send for a copy of the Code. o1 
obtain it from your List Broker. 


DMAA Workshops 

Mail Order, Chicago, June 9, Ambas- 
sador East. Read full story of 
program in separate story. 

Advertising Agency, Chicago, Octo- 
ber. Details to be announced. 


Direct Mail Days 

Washington, D. C., Presidential Arms. 
June 16. Lloyd Wood, Lloyd Wood 
\ssociates, program chairman: 
Ferd Nauheim, DMAA Board 


member, is co-ordinating chairman. 


Prof. Enders to Serve 
as Chairman of DMAA 
Educational Group 


John Enders, chairman of the mar- 
keting department, Manhattan Col- 
New York. has been named 


DMAA’s Educational 


lege. 
chairman of 
Committee. 

\ number of educators, as well as 
direct mail advertisers interested in 
educational work, will constitute the 
committee, whose members will be 
announced next month. Among them 
are Herb Buhrow, former DMAA 
Treasurer, of MeGraw-Hill Book 
Company, who is to serve in an ad- 
visory capacity, 

Professor Enders will expand the 
work of assisting college teachers in 
presenting full information about 
direct mail to their classes. He has 
taught at New York University, and 
currently has classes at Queens Col- 
lege. New York, as well as at Man- 
hattan. He is about to begin a study 
of the use of catalogs for mail order 
selling by large stores. 


Chicago Mail Order 
Workshop, June 9 


DMAA sponsors a workshop for 
mail order advertisers June 9, at 
Ambassador East in an all-day pro- 
gram lists. 
selling, expenses, service, profits. and 
the future of mail order. 

kd Myers, nationally famous for 
his ingenuity in selling lobsters by 
mail, of Saltwater Farm, Damari- 
scotta, Maine, is the luncheon speaker. 
Others on the program include: 
Leigh Johnson, circulation mgr. and 
Waldo Williams, operations mgr. of 
Foster & Gallagher, Peoria: Stephen 
Kirby. National Council of Business 
Mail. Chicago. George Cullinan. vice- 
president. Harry Schneiderman, Ine.. 
is serving as chairman. é 


covering merchandise, 
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Fascination Girl, Jane Morgan, and Closed Circuit TV 


Two More Pluses for DMAA Convention. 
Sept. 13-16, Queen Elizabeth Hotel, Montreal, Canada 


EARLY RESERVATIONS HEAVY AS INNOVATION-FILLED 
MEET EXCITES DIRECT MAILERS IN U. S. AND CANADA 


Already boasting one of the most power- 
ful and provocative programs in DMAA 
history, the Montreal Convention Com- 
mittee has just announced two unusual 
new features as part of the convention 
package. Not only has widely acclaimed 


Fascinating Jane Morgan 
To Headline Sept. 15th Show 


A much sought-after entertainer, Miss 
Jane Morgan has achieved world-wide 
recognition as a captivating female voecal- 
ist who charms and holds an audience by 
unique quality of voice and sheer per- 
sonal magnetism. Best known for her 
handling of “Fascination.” she is equally 
at home in English or French across a 
wide range of musical styles and moods. 
She delights people of all ages, from the 
pre-teens to the seventies. 

Now a star of T.V., Radio, Recordings. 
the Stage, and Night Club Floor Shows, 
Miss Morgan will soon appear in New 
York in “The Bells Are Ringing.” She 
was also the star of Chrysler Motors 
mammoth Spring Festival which drew 
overflow crowds in major U.S. and Cana- 
dian cities. 

This talented communicator will be get- 
ting through to people at the big ban- 
quet and floor show, Tuesday nite, Sept. 
loth, in the Q. Grand Salon. She'll 
be flying in from the States for this spe- 


cial performance. 


songstress, Jane Morgan, been signed to 
highlight the entertainment program, but 
R. C. A. Vietor will also run three days 
of closed circuit T.V. coverage of conven- 
tion fare at the Queen Elizabeth. Both 
are convention firsts for DMAA,. 


Closed Circuit T. V. 
Will Cover Highlights 


Thanks to R. C. A. Vietor of Canada, 
Montreal conventioneers will be treated 
to the first closed circuit television cov- 
erage ever given a DMAA meet. All 
attendees staying at the Queen Elizabeth 
will be in for this special. 

Camera and crew will be on hand from 
Sunday afternoon through Wednesday 
noon and will operate at scheduled times 
to be posted in all rooms and_ public 
space. The program, still in the formative 
stages, is being scripted and staged by pro- 
fessionals. It will embrace about every- 
thing of interest, events, personalities, 
Award Winners, special exhibits. 

Early risers will be able to tune in con- 
vention news of the day and keep up with 
last minute changes and accents. It will 
he, in effect. a live convention news sta- 
tion with many events on camera as they 
happen. A tremendously exciting innova- 
tion, this feature will also be of particular 
interest to delegates who might be con- 
sidering closed-circuit T.V. for sales meet- 
ings or other purposes. 


Special Delivery Flights 
Being Planned 


Negotiations are well underway with 
Trans-Canada Airlines and Eastern Air- 
lines to run special flights from border 
cities to Montreal. These flights would 
be reserved for DMAA conventioneers 
to originate in New York, Chicago, and 
Detroit. 


Arrangements would be made, wherever 


Jane Morgan, Miss Fascination, who will 
headline entertainment at the DMAA Con- 
vention, Sept. 13-16 in Montreal, discusses her 
appearance there with Douglas Mahoney, 
Convention Steering Chairman and Bob De- 
lay, DMAA president. Photo was taken at the 
Plaza Hotel, New York City where Miss Mor- 


gan is now performing to capacity audiences. 


possible, for attendees from other cities 
DMAA 


Headquarters will contact all who register 


to connect with the specials. 


for the convention and to supply full de- 
tails on flight developments. 


Registration is 
Simple Procedure 


Both DMAA 
Queen Elizabeth Hotel report registra- 
tions are rolling in. Headquarters’ totals 


Headquarters and the 


far exceed any other year at this date. 


Anyone wishing to register should 
write DMAA, 3 East 57th Street, New 
York 22, N. Y., and ask for a form. Total 
package is only $55 for members, and $65 
for non-members. Wives’ Regisiration is 
$30 for full three days. 


Nelson 
Queen 


For room reservations write: 


Verge, Reservations Manager. 


Elizabeth Hotel. Montreal, Canada. 


This superb hotel still has a good choice 
of various sized rooms and offers the ex- 
tras that add to the enjoyment of a con- 


vention. 
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Rates $1.50 per line $1.00 Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


ASSIFIED 


_ADDRESSING PLATES 


POLLARD- ALLING — embossed and linked at 
$25.00 per M; special rates for two liners and 
OCCUPANT; accuracy and delivery guaran- 
teed; weekly capacity 75-100 M. 

JACKSON EMBOSSING SERVICE 

45. Williams St., Whitehall, N. Y. 


New Addrenegraph Plates and Frames 
B or E Frames—$27 per M, B plates—$5 per M 
E plates—$6.50 per M, Speodeumet $6. 45 perM 
Price List and §$ on Req 
Dean Forrest Co. 
7 Foster Street 
Revere 51, Mass. 


OCCUPANT MAILING TAPES for Wing Mailer. 
$2.50 Thousand. Two tapes minimum from city 
directory you supply. Capacity, 30M per day. 
Mail Directory and order to LABEL LIST ASSO- 
CIATES, Dept. D, P. O. Box 717, Atlanta 1, Ga. 
Phone: MUrray 8-6469. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923 


BUSINESS EQUIPMENT FOR SALE 


ADDRESSOGRAPH 
Model 1950 RR; Serial 405172, complete with 
sheet lister and all extra features. Also grapho 
type Model 6343, Serial 403124. Also B & BB 
frames all in excellent condition. HARRY J. 
ABRAMS, 124 L Street, N.E., Washington 2, D.C. 


CANADA'S BEST MAILING LIST 


275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 


CANADIAN OPPORTUNITIES 


Western Canada is growing by leaps and 
bounds. We will compile lists for rapidly 
expanding Cities and flourishing Farm Com- 
munities in Saskatchewan and Alberta, Print- 
ing—Offset—Letterpress and Mailing. Forbes 
Anderson Press Ltd., Hamilton & South Rail- 
way, Regina, Saskatchewan, Canada 


EQUIPMENT WANTED 


Numbering and/or signature attachment for 
1250 Multilith. Must be in good condition. 
LEWIS ADVERTISING CO., INC. 
6 S. Green St., Balto., Md. 
LExington 9-5100 


FOLDING 


Jaye Bindery . . . Folding and pamphlet bind- 
ing. Specializing in long run folding. 8'2 x 11 
M...11 x 17—85¢/M. 

119 Lafayette Street, N.Y.C.— WOrth 6-1154 


FOR SALE 


Patent for sale. Two way mailing article for 
direct mail advertising. Large National poten- 
tial. Write Box No. 64, The Reporter of Direct 
Mail Advertising. 


COXHEAD VARI-TYPER 
Model — DSJF tan composomatic. Scarcely 
used. $1200.00. University of Chicago Press, 
5750 Ellis Avenue, Chicago 37, Illinois. Attn: 
Ernestine Wilder. 


FREE MAILING LISTS 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 
STillwell 4-5922 


MAILING LISTS: 


Direct Mail Preven Buyers. Over 790,000 Alpho- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 


COLOR PRINTS 


Mail full COLOR prints of your product in re- 
sponse to inquiries! Use in sales books, for 
advertising or display. QUALITY dye transfer 
COLOR prints from your transparency or art- 
work, one or 1,000. Sizes 4 x 5 to 16 x 20. 
LOW COST! Example: 4 x 5 size—100. .$90; 
1,000. . $400. Plus shipping. Consistent fidelity, 
guaranteed service. 
COLORAGE, Inc. 
116C So. Hollywood Way, Burbank, Calif. 


DIRECTORY 
5,000 Southern Manufacturing firms listed geo- 
graphically in the BLUE BOOK OF SOUTHERN 
PROGRESS — $3.00. Order from Conway Pub- 
lications, Dept. C, North Atlanta 19, Georgia. 


JUNE, 1959 


tati for results. Rodale Press, E 


Po. 


PROTESTANT MINISTERS, 200,000 recipients 
of bi-weekly and quarterly controlled circula- 
tion professional periodicals, half of whom 
are active mail-order buyers. $15 per M. For 
selection of active mail-order buyers only, 
$20 per M. Pulpit Digest, Great Neck, N. Y. 


BUSINESS LISTS “in duplicate’ at Lowest Cost! 
Over 200 Types. Price includes Label and 
Sheet copy. You name it; we'll gladly quote. 
Mailtrader, Box 643-D, Ann Arbor, Michigan. 


NEW MOTHERS 
Guaranteed, new names from all States—on 
gummed labels. $7 per thousand. Other lists. 
Johnson Addressing Service, 8741 Wendon, 
San Gabriel, Calif. 


MAILING MACHINES AND SUPPLIES 


REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLIOTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAIL BAG RACKS - MAIL SORTING BINS 
MAILERS EQUIPMENT CO. 

40 W. 15th St., N.Y. 11 CH 3-3442 
SPEEDAUMAT ADDRESSERS 
AUTOMATIC GRAPHOTYPES 
ADDRESSOGRAPHS — GRAPHOTYPES 
CABINETS — TRAYS — FRAMES — PLATES 
MULTILITHS — MULTIGRAPHS — FOLDERS 
PITNEY BOWES—TYING MACHINES— 
OPENERS—ELLIOTTS—LETTER OPENERS 
ALL EQUIPMENT REBUILT AND GUARANTEED 
AMERICAN BUSINESS MACHINES, INC. 
573 BWAY, N.Y. 12, N.Y.— WO 6-4334 


OFFSET CUTOUTS 


“DE LUXE CLIP BOOK NO. 1 contains 1000 
alphabetized promotional heading specimens 
for offset reproduction. Sales ideas galore, in 
various lettering styles. Many reverses. 40 
pages, 8x10' in. Was $5.00, now only $4.00 
postpaid. 

A. A. ARCHBOLD, PUBLISHER 
419K S. Main St. Burbank, Calif. 


_OFFSET NEGATIVES 


Make perfect offset ptg. negatives without cam- 
era, dk room, expensive equip. Free sample 
neg & info. Write: Beavers, Box 1084-L, Gar- 
dena, Calif. 


PRINTING 
OFFSET—1,000 81% x 11, $5.50, 5M/$17. 16-Ib 
White or colored bond. Fast! 5,000 colored 
circulars, $39. Complete: Art, copy, layout, 
Ptg. PROMOTION-D6, 385 B’way, N.Y.C. 13. 
5M 5%” x 8%", pg booklets each. 
Memo pads 8'4c, Free Price Lists 
Copen Press, 105 Court Street, Bklyn, N.Y. 


SPEEDAUMAT ZINC PLATES 


New York's biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


SPEEDAUMAT—Zinc Plates embossed—$35.00 
oer M. 100% accuracy guaranteed. 
POLLARD-ALLING—3 line proofed and linked 
$25.00 per M. 

Advertisers Addressing System 

703 N 16th St., St. Louis 3. Mo 


= HELP WANTED 


Executive man or woman to handle list broker- 
age dept. of large mailing list house. Previous 
experience essential. Please write for appoint- 
ment. Box No. 61, The Reporter of Direct Mail 
Advertising. 


SUPERVISOR — Mail or female, experienced in 
mailine list business to supervise Home Typing 
Dept. Prefer someone familiar with trade direc- 
tories. Good at detail. Write for appointment. 
Box No. 62, The Reporter of Direct Mail Adver- 
tising 

EXPERIENCED PROMOTION MANAGER WANT- 
ED. Must write strong, quality copy, have lay- 
out and production ability. Helpful if back- 
ground in publishing field, both circulation 
and advertising promotion. Opportunity for 
creative, hard-working man or woman. Salary 
open. Write full resume including salary re- 
quirements. Box No. 63, The Reporter of Di- 
rect Mail Advertising. 
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LISTINGS OME WINE PER ISSUE, $24.00 
PER YEAR, UNDER SPECIA\ HEADINGS, 
$30.00 PER YEAR, 


ADORESSING 


Creative Mailing Service, Inc........... 460 N. Main, Freeport, N. Y. 


ADDRESSING AND MAILING 
(ireat Neck Road, Great Neck, N. ¥ 
Mailmaster 60 Nordhet® Place, Englewoxd, N. J 


ADORESSING MACHINES 
Mechanic's Business Machine Corp..30 B. 10th Street, New York, N. ¥ 


ADDRESSING PLATES AND EQUIPMENT 
The Penge’ Companies Pengad Building, Bayonne, New Jersey 


ADDRESSING — TRADE 


Belmar Typing Service 91-71 Llith St hmond 18, 
Typing Service Fir Avenue 


ADVERTISING ART 


419 South Main Street, Burbank, Calif 
Ides Art Sceccecece 307 Fifth Avenue, New York 16, New York 


ADVERTISING SPECIALTIES 


o lettering Co.. Inc.....305 Bast 46th Street, New York 17, N. Y. 
es KReproducer Corp 125 Beechwood Ave New Rochelle, N.¥ 


AUTOMATIC TYPEWRITING 


Automatte Services. 3744 N. Clark St, Chicago 13, 
yan Associates, Inc T3 Ogonts Avenue, Philadelphia 41, Penna 


BOOKS 
Reporter of Direct Mall......... Tth, arden 
Dogs That Climb Trees 
To Get The Right Start in Direct Acivertising 
How To Think About Direct Mall 
How To Think About Letters 
How To Think About Readership of Direct Mail 
How Direct Mall Solves Management Problems 
How To Think About Showmanship in lirect Mail 
How To Think About Mall Order 
To Think About Production and Malling 
How Te Think About Industrial Direct Mall 


COLLECTIONS 
Arrow Service 9 Yates Street, Schenectady 
COPYWRITERS (Free Lance) 
et Reed 106 N. State St lowell, M 


COOPERATIVE MAILINGS 


The Roskam Company P.O. Box 855. Kansas City 41. Missouri 


DIRECT MAIL AGENCIES 


Ahrend Associates 601 Madison Are., N. Y. 22. N 
610 


Ine 
American Malt Advertising, Inc 


leo P Rott ‘ 
Fie Ruckley Phila ational Bank 
Dickie Raymond. Ine i170 Atlantic Avenue, Boston 10 
Mall Services 175 Lackte N Atlanta ‘Ga 
Garmis Assoctates, Ine Fast St New York 17 
General ori: Service, Inc 

1255 New Avenue. N_E.. Washington, DC 


Harrison Service Inc 210 Fast 50th Street. New York 22. N. ¥ 
Hickey-Murphy Div. of James Gray, Inc 
45th St.. NS. ¥. 17. N. 
Newbury Street. Roeton 14. Mase 
11 West 4°nd St... New York 236.N. ¥ 
4%1 Howard Street. Detroit 31. Mich 
Y. 23. N 


John M. Lord & Co 

MeVicker & Wieginhotham. In 
RT, Pole & OH... 
Neply-O- Letter 


7 Central Park W., N. N. ¥. 
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Reply-O-Letier.......... ...-664 No. Michigan Ave., Chicago 11, Il. (MI 2-2858) 
ee -10 Post, Office Square, Boston 9, Mass. (HA 6-1555) 
eeces 1750 EK 23rd St, Cleveland 1, Ohio (PR 1-8470) 
.14700 Dexter Bivd., Detroit 32, Mich. (DI 1-2221) 
*°2515 Mail-Well Drive, Portiand 2, Ore. (OL 4-3141) 
1485 Bay Shore Bivd., San Francisco, Calif. (JU 6-2267) 
-Inner Court, 33 Scott St., Toronto 1, Canada (EM 3-8797) 

eecscccese 167 Queen Street, Brisbane, Australia 4 
15555 W. MeNichols Rd., Detroit 3 
216 W. Jackson Bivd., Chicago, 

y 


Kichardson-Shaw Inc. 
The KRylander Co....... 


Shaller-Rubin Company........... 5% N OX 5 46 80) 
The Smith Company..............- 67 San Fran Galt. (SU 1-6564) 
Tallman, Smith & Associates....... “Michigan, Chicago 11, LiL. (WH 3-0608) 


DIRECT MAIL EQUIPMENT 


Bell & Howell . Phillipsburg, Jersey 

H. Bunn Co. 7605 8. Vincennes Ave. Chicago 20, lil. (HU 3-4455) 
Cheshire 1644 No. Honore Street Chicago Illinois 
Davidson Corpe % Ryerson Street. Brooklyn 5 »- 0300 
Felins Tying Machine Co... 3351 N. 35th St.. Milwaukee 16, wis. (Hi 5- T131) 
Friden Calculating Machine ‘Ca, Was Avenue, San Leandro, Calif. 
National Bundle Tyer Company. Michigan 162) 
Pitney-Bowes, mford, Conn. (FI 8-2621) 


Thomas Collators, Ine. 50 Chureh Street, N. Y. N. ¥ 

Chauncey Wing's Sons. 78 Pierce Street, Greentield. Mass. 
DIRECT MAIL SPECIALTIES 

Deskfinder Company P.O. Box 337, 2132 Harbor Bivd., Costa Mesa, California 


ELLIOTT STENCIL CUTTING 
Allee Business Service, Inc 33rd St., City 6, N. ¥. 8- 
Creative Mailing Service ; 460 N. Main St.. Freeport, N. Y. ge 8-4830) 
Elliott Addressing Machine Co....117 Leonard St. New York 13, N. ¥. (WA 5 


ENVELOPES 


The American Paper Products Co 
Envelope Terrace, Southern Bivd. at rw Rd., Youngstown, Ohio (SK 8 

Atlanta Envelope 1267, Atlanta 1 

Berlin & Jones Company............... we 

The Boston Envelope Co 

Samuel Cupples Envelope Co 


360 Furman 8St.. Brooklyn 2, 

Keosauqua Way, Des Moines 14, a 5 

9633 Michigan Ave., Detroit 16, Mich. (TA 6- 
.4175 N. Kingshighway, St. Louts 15, Mo. (EV 3-3 

150 Vanderbilt Ave.. W. Hartford 10, Conn. (JA 2- 

Detroit Tullar Envelope Co......2139 Howard St.. Detroit 16, Mich (TA 5-27 
Garden City Envelope Co... ... 3001 N. Rockwell St.. Chi. 18. HL (CO T- 
The Gray Envelope Mfg. Co........ .. 55 33rd St., Brooklyn 32. N. Y. (ST 8-2 
Hero Envelope Co. . 4500 Cortland St., Chi. 39, Tl (CA 7- 
Rochester Envelone Co. ...72 Clarissa St., Rochester 14. N. Y. (HA 6-2 
The Standard Envelope Co... 1600 E. 30th St., Cleveland 14, O. (PR 1-3960) 
Tension Envelope Corporation 


New York, St. Louis. Minneapolis, Des Moines. Kansas City, Fort Worth 
Transo Envelope Co N Kimball Ave.. Chicago 18. Tl IR 

Plants in New York, Chicago, Los Angele fices in All Princinal Cities 
Thited States Fnvelone Co... Springfield 2. Maes. (RE 
Tnited States Envrelome Co....... 217 Broadway. N 
Wolf Detroit Enrelonpe Co. 14790 Dexter Rird., Detroit 3%. Mich. (DT 1-2221) 


ENVELOPE SPECIALTIES 


Curtis 1000 Ine Vandertitt Ace.. W 10. Conn. (14 22-1221) 
Garden City Envelope Co. ann) Rockwell St 
Teco Co 4500 Cortland St cnt a9. Ti. (CA 7-2400) 
Tension Envelope Corporation.1%th & Campbell Sts.. Kansas Cite & Mo. (TTA 71-0099 
The Sawton Ine 489 Tevineton Ave.. New York 17. N. Y. (PT. 5-2518) 
The Wolf Frvrelope Co... 1749-81 22nd St., Cleveland 1, O. (PR 1-8470) 


FOREIGN MAILINGS 


Willemsparkweg 112%. Amsterdam. Hollan: 


DeMutater MV 
ivtes New York 


Dillon-Acnew Assoc Amsterdam. Paris 
10 East 49th Street, New York 17. N. ¥ PL 9.7950 

INSERTING SERVICE — AUTOMATIC MACHINE 
Bonded -Nationwide....... 4th Ave., Brooklyn 32. N. (8 & 4819) 
Cirenlation Associates. . 1745 Broadway, New York, N. (11 


Matline Service 480 North Main St.. Freeport. N. Y. (FR &-4820) 
D & A Flectronic Matlers 918 N. 4th Street, Milwaukee 2, Wisconsin (RR 3-785%) 
Inter State Mailing 239 Great Neck Road, Great Neck, N. ¥ Ht 7 
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Mailmasters, Inc 160 Nordhotf Place, Englewood, N. J. (LO 7-4811) 
Sailings Incorporated........ 55 West St., New dork N. ¥. (WA 9-5183) 
The Koskam Company........ P.O. Box 855, Kansas City 41, Missouri (TA 2-1881) 


LABEL PASTERS 


otdevine Machine Co.. .2t1 North St., Teterboro, N. J. (HA 8-1941) 
LASELS 

Allen Hollanaer inc. ...885 Gerard Ave., New York 51, N. ¥. (MO 5-1818) 

Dennison Mfg. Co........ Framingham, ‘Mass. (TK 3-3511) 

Ever Ready Label CHB. c cccccccse "10 East 49th St.. New York 17, N.¥. (PL 1-3040) 


LETTER GADGETS 
Hewig Co 45 W. 45th St, N. Y. 36, N. ¥. (JU 2-2186) 
Mobert Strauy & Co 2 South Dearborn St., Chicago 5, Ill. (WA 2-1881) 


LETTERHEADS 
Marshall I’ress, Ine.......812 Greenwich Street, New York 14, N. Y. (CH 3-6665) 


MAIL ADVERTISING SERVICES (Lettershops) 
BOSTON, MASSACHUSETTS 


BROOKLYN 
Valeo Keproduction & Mailing Service, Inc 

1715 Ave. Z, Bklyn. 35, N. Y. 
CLEVELAND 
Robert Silverman, Inc 1270 Ontario Street (13) (CH 1-6575) 


DETROIT 
Advertising America, Inc... 
Advertising Leuer Serv ° 

HOUSTON 

Premicr Printing & Letter Serv... 
LOS ANGELES 


....4444 Cass Ave. (1) (TE 3-0500) 
++. .2980 Jefferson East, (7) (LO 7-9535) 
sevcscesese 431 Howard St. (31) (WO 1-9470) 


osvceees 620 Texas Ave., (2) (CA 7-4145) 


Krupp’s Adv. Mailing Serv....... 2390 W. Pico Bivd. (6) (DU 5-5421) 
The Mailing Hous 1019 N. Madisen Avent ve, Los Angeles 29, Calif. (NO 53-4271) 
MARION, OHIO 

Camp. of 381 W. Center St. (2-11$7) 
MIAMI, FLORIDA 

3800 N.E, Ist Avenue (PL 7-4577) 


NEW YORK CITY 
Advertisers Mailing mention, Ine..45 West 18th St., New York, N. ¥. (AL 5-4500) 


Ambassador Letter Serv. Co ssseeeeeeell Stone St., (4) (Bo 9-0607) 
Chase Direct Mail Service Corp . 12 E. 46th St. (17) (MU 7-2930) 
Circulation Associates........ -...1745 Broadway, New York, N. Y¥. (JU 6-3530) 
Hodes- Daniel Company, Inc 52 Fourth Avenue, N. Y. 10, N. ¥ MU 9-3626) 
Mailings Incorporated West 13th St. (11) (WA 


Mary Ellen Clancy Company. 250 Park Avenue, New York 17, N. Y. (YU 6 7833) 


The St. John Assoc. Inc... 73 W. 45th St., (36) (JU 2-3344) 
PHILADELPHIA 

Woodington Mail Advertising Sers 1304 Arch St., (7) (RI 6-184) 
Zip-Opener Corp., Div. Connelly Org . 1010 Arch St., (7) (MA 7-813: 
PITTSBURGH 

Advertisers Associates Inc... .. 1627 Penn Ave., (22) (AT 1-6144) 
ROCHESTER, NEW YORK 

Ayer & Streb -+++.+.15 South Avenue (BA 5-6340) 


SAN FRANCISCO 

The Letter Shop..... 

WESTFIELD, NEW JERSEY 

Union County Printing & Mailing Service 
North Avenue, Westfield, N. J. (AD 2-8393) 


-..-67 Beale St. (SU 1-6564) 


MAILING LISTS — BROKERS 


Archer- Bennett List Service, Inc 140 W. 55th St., N. Y. 19, N. Y. 3768) 
George Lryant & Staff.. . 71 Grand Avenue, Englewood, N. J. 7-3200) 
George Bryant & Staff ‘ 215 W. 7th St Los Angeles, Calif 2-9868) 
The Coolidge Co., In 125 East 23rd St., N. Cc. 10 4-8870) 
lable Mailing Lists Inc 381 4th Ave., N. Y. C. 16 con 9-710) 
Walter Drey, Ine N. Michigan Ave. Chi. 1, 11 FI 6-745 
Walter . 2 257 4th Ave., N. ¥. 10, N. Y¥. (OR 4-7061) 
Guild Co 160 Engle St., Englewood, J. (BR %-0461) 
Walter Karl. Ine Armonk Y. (PA 4-3336) 
Lewis Kleid Co. 25 West 45th St., _York 36. Y. 30) 
Willa Maddern, Inc ‘15 4th Ave., Y N. Y. (SP 7-7460) 
Mosely Mail Order List Ser: 38 Newbury St., scons 16, Mass CO 86-3280) 
Names Unlimited. Inc... 352 Fourth Avenue, New York 10, N. ¥. (MU 6-2454) 
D. L. Natwick Co 136 W. 52nd Street, New York 19, New York (CO 5 8616) 
People in Places. Ine 41 Wifth Ave., New York 3, N. Y. (GR7 


npany 
Ranferd Co., Ltd., 


56 Lomt ard AY Winnipeg 2, Man., Can. (WH 2? 1) 
William Stroh. Jr 568.570 54th & West New York, VN. J. (UN 4-480) 
James F True Associates urth Avenue, New York, N. 


MAILING LISTS — BY SUBJECT 
FOR LIST SOURCE COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OR COMPILERS & OWNERS 


BUSINESS, PROFESSIONAL LISTS (ED BURNETT COMPANY 


Direct Mail Users 18,500 (Reporter of DM) 
Financial T.ists E-Z Addressing Service 
Fund Raising Tists (Wm. M_ Proft Associates 


jobhers, 991; Cat breeders. 7000 (All Pets) 
st (Wm. M_ Proft Acsoriates 


Public Relation & 


MAILING LISTS — COMPILERS & OWNERS 


Albert Mailing Lists 120 Liberty St.. N. Y. (RE 2-7573) 

= Pets w= ne, Ine 74 Darling Place, Fond du Lac, Wis. (WA 3 eeee) 
ivertising Service 613 Willow Street, Port Huron, Mich YU 5 

‘Lists Broac jway, N. Y. 13. N. Y. (WO 

Royd’s City Dispatch, E. 23rd St. N. Y. N (OR 

Ed Burnett Company............ sixth Avenue, N Y. (AL 

Creative Mailing Service 460 N. Main St., F Y. (PR 

Directory of Assns. Gale Research Co. 1116 Book Tower Mich. (WO 

Walter Drey, Inc N. Michigar 1, 

Walter Drev Ine ° ° 257 4th Ave N. ¥. (OR 4 

Dunhill International List Co. Ir 444 Fourtt Vv. 

Addressing Serv.......... 83 W ington N & «wa 

28 E. 22nd St.. N 10, N. Y. 

Industrial List Bureau . Webster. Mass. (WE 

Mailing List Compilation Bureau 70K. 18th St.. Brooklyn T%. NY 

Manpower, Inc Home Office—820 N. Plankinton. Milwankee 3. Wisconsin 


140 Offices in Major Cities. See Yellow Pages for Local Phone Numbers 


Market Compilation Bur....10561 Chandler Bivd., N. Hollywood, Cal, (8T 7-5384) 
National Birth Record Company..16 West 19th Street, N. ¥. 11, N. ¥. (OR 54-5760) 


National Business Lists Assuciates....... 549 West Fulton Street, Chicago 6, Illinois 
Occupant Mailing Lists of America............ 239 North 4th Street, Columbus, Ohio 
Uticial Catholic Direcwory.......... 2 * Barclay XY. 


Vaimer Lists 32 Grand Concour ¥. 58, N. ¥. 
Polk & Howard Street, Detroit "81, Michigan (WO 
William M. Proft Associates............+. 42 Main St., Orange, N.J. (OK 
kK. Rashmir ...........0410 Cahuenga Bivd., N. Hollyweod, Calif, (vu 
Keporter of Direct Mail Adv. «.e-224 Tth St., Garden City, N. Y. (Ph 
Kesearch Projects, Inc........-... 55 West 13th St., New York, N. WU 
The Speed Address Co.......48-01 42nd st., Long Island City 4, N. Y. (st 
William Stroh, Jr... 8-570 54th St., West New York, N. J. (UN 
W. E. ee 23 Hanse Ave., Freeport, N. ¥. (FR 
Zeller and Letica, Inc.........+++++- 5 East 26th St., N. ¥. 38, N. ¥. (ML 


MAIL ORDER CONSULTANT 
Herbert L. Kellner & Associates...131 S. Wabash Ave., Chicago 3, Il, (AN 38-2242) 


MANUFACTURERS—ADDRESSING MACHINES & ACCESSORIES 
Pollard-Alling Mfg Co............ 220 W. 19th St, N. Y¥. 11, N. ¥. (CH 3-0692) 


MARKET RESEARCH — STRATIFICATION 
Samuel Fitzsimmons & Co...545 Fifth Avenue, New York 17, New York (MU 7-6865) 


MERCHANDISE FOR DIRECT MAIL 
L.. Luria & Sons, Inc .. 160 Fifth Avenue, N. ¥., N. Y¥. (WA 4-5110) 


MULTIGRAPH SUPPLIES 
Chicago Ink Ribbon Co............. 19 8. Wells Street, Chicago 6, ILL (ST 2-7800) 


OCCUPANT MAILING LISTS—LOCAL & NATIONAL 
Advertising Distributors of America, Ln : " 
4444 Cass Ave., Detroit 1. 3-0500) 
Inter-State Mailin i) Great Neck Road, Great Neck wizo) 
Occupant Mailing ‘Lists of America..........239 North 4th Street Ohio 


te 


PAPER MANUFACTURERS 


Allied Paper Mills 1608 Lake Street, Kalamazoo, Michigan 
Awerican Writing Paper Corp 

Appleton Coated Paper Co.............. 

Bergstrom Paper Company eee 

Curtis Paper Company....... 

Eastern Corporation ......... . Maine 

Fletcher Paper Company....-..- .20 North Wacker Chicago 6, 
Fraser Paper Limited......... 420 “Lexington Ave., N. ¥. 17, N. ¥. (LE 2-0580) 
Hammermill Paper Co........ er Erie, Pa. (Tel. 4-7101) 
115 Columbia Dayton 7, Ohio 
International Paper Co... . 42nd St., N. 17 Y. (MU 2-7500) 
Mead Papers, Inc West First Dayton 2, Ohio 
Mohawk Paper Company... . ..Cohoes, N. Y¥. 
Nekoosa-Edwards Paper Co . Port Edwards, Wis. (Tel: 3111) 
New York & Pennsylvania Co... 230 Park “Avenue, New York 17, N. ¥. (PL 1-4250) 
Peninsular Paper Co.. Tpsttonti. Mich. (HU 2-2600) 
Res Paper Co..... Kalamazoo, Mich, (FI 2-0151) 
Rising Paper Co.. Housatonic, Mags. (HO 47) 
The Sore Paper Companys Middletown, 


S. D. Warren Company 89 Broad Street, Boston 1, Massachusetts 
PHOTO ENGRAVERS 
Horan Engraving Co., Inc...... ... 44 W. St.. New York 1. N. ¥. (MU 9-8585) 


POST CARDS 
CURTEICHCOLOR 3-1 by Curt Teich & Co 
1733 Park toad. 


Chicago 13, Illinois (BU 1-0606) 


PRINTERS — LETTERPRESS & LITHOGRAPHY 


Black Oak Press 2325 Durbin Street, Black Oak, Gary, Indiana 
Colortone 2412 17th Street N.W., Washington, D. © 
Paradise Printers Paradise, Pa. (OV 7.3209) 


PRINTING EQUIPMENT 
Verner & Co. Inc 5° Duane Street, New York 7, N. ¥. (BRA 17-1468) 
PRINTING-OF FSET LITHOGRAPHY 
Goes Lithorraphing Company 1° Glet Street. Chicago 271. Tilinots 
Weh Color Process Corporation Variek St New York, N.Y On 5-221 


SALES AND MERCHANDISING CONSULTANT 
Ralph T. Curtis 903 E. Powell Avenue, Evansville 13, Ind. (1A 2-3794) 


SEASONAL STATIONERY 


Arthur Thompson & Co...... 109 Market Place, Baltimore 2, Md. (PL 2.4806) 


STENCIL CUTTING AND LIST MAINTENANCE 


Circulation Associates 1745 Broadway, New. York, N. Y¥. (JU 6-3530) 
Clear Cut Duplicating Co 149 Broadway, New York 6, N. ¥ opt 9. 
Inter State Maitlir Great Neck Road. Great Neck, Hit wore 


SUBSCRIPTION FULFILLMENT SERVICE 
Circulation Associates 1745 Broadway New York, N. Y. (JU 6-3530) 
Globe Fulfillment Corporation 148 W St.. N. ¥. 11, N. ¥. (OR 5. 
Inter-State Mailing Great Neck Road. Great Neck, 


SYNDICATED HOUSE MAGAZINES 


The William Feather Co 9900 Clinton Rd.. Cleveland 9. 0. (AT 1.412%) 
The Henry F. Henric Publications The House of Sunshine... Litchfield, IN. (296) 


TRADE ASSOCIATIONS 


Association of First Mailers 11 Wyatt Building Weshing ton 5 D.C 

Associated Third Class Mail Users, 1406 G N W.. Wash. 5. (ME 9447) 

Direct Mail Advertising Assn FE. St.. XN (MTT 7988) 

WASA International 18120 James Couzens, Tletrott Mich. (TN 4-3545) 

Parcel Post Associatior 1013 Woodward Building, Washington 5, D.C 
TYPOGRAPHERS 


Rapid Typographers, Inc O5 Fast 46th Street, N.Y. 17, N.Y. (MT? &-2445) 
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THE REPORTER OF DIRECT MAIL ADVERTISING 


Businessman reading a booklet: As he reads, he is uncon- 
sciously judging the company that sent him the booklet. He judges more than 
the words and the pictures — he reads between the lines. He evaluates the sincer- 
ity of the sales story . . . the over-all design of the booklet . . . the reproduction 
of the halftones . . . the feel and texture of the paper. All these things add up 
to the total impression this booklet makes. If the company shows respect for 
him by taking care in the planning, design, and printing of its booklets — that 
company will win his respect in return. Respectful printing must begin with a good 
printer. See him early. Most likely he will prefer a Warren paper, because he 
will get better results with Warren’s — and so will you. 


printing papers make a good impression 


S. DO. WARREN COMPANY, 89 BROAD ST., BOSTON, MASS. 
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ENJOYED ATTENDING the 4th District Advertising 
Federation of America convention at the Tides Hotel & 
Bath Club, Redington Beach, Fla. Always a good show . . . 
but this one the best yet, with St. Petersburg Men’s Club 
and Women’s Club cooperating on promotion, program, 
entertainment and handling. Biggest crowd ever. Pro- 
gram good...but nothing of world-shattering impor- 
tance to report. Herbert Wittkin, vp for sales promotion, 
Allied Stores, Inc. made a darn good talk about mer- 
chandising changes due in the 60's. Predicted newspapers 
would still be the best overall medium for average depart- 
ment store... but claimed direct mail would become 
more important as movement to suburbia increased and 
need for pinpointing became more urgent. 

President Bob DeLay of the Direct Mail Advertising 
Assn. flew down to represent direct mail on the program 
and did nobly in the short time available. Pete (Henry 
Jr.) flew down too... just to be along, but also so he 
and Bob could get better acquainted with the presidents, 
secretaries and board members of Florida Ad Clubs, who 
can be helpful in planning the 1960 DMAA convention 
at the Americana Hotel (above Miami Beach). 

Morton Simon, Philadelphia lawyer. made a hit with 
his talk about the state tax dangers. I told Mort the only 
trouble was he didn’t outline what we should do about it. 
He worked out some recommendations for Direct Mail 
Day in New York, so see his report on page 28. We 
enjoyed hearing and talking personally with other stars 
on the program... such as. Gene Flack, Fred (Huckster’s 
Revenge) Manchee. Hap (Chevrolet) Hazzard, Dr. Ernest 
Dichter, AFA’s Ruth Gardner, Florida State’s Dr. Royal 
Ray and professors from other Florida schools. But the 
fellow who stole the show was Victor Lownes III, vp of 
Playboy magazine of Chicago. He put on a fine luncheon 
program, assisted by two good-looking Playboy Play- 
mates (dressed) and then there was a hilarious Playboy 
Party in the evening with all the trimmings and _ the 
Playmates still dressed. 

The St. Petersburg committees were wonderful. I don’t 
see any reason why the separate men’s and women’s 
clubs shouldn't get together and form one strong organiz- 
ation. In every city where the two separate clubs have 
merged, the club has been improved . .. finances are bet- 
ter. At any rate, the fair sex took over the 4th District 
Governorship .. . hard-working Betty Sweet of St. Peters- 
burg succeeding Louis Benito of Tampa. Next year the 
4th District convention will be in Miami Beach some 
time in May. We'll probably be there having a good time 
and casing the advance arrangements for the September 
DMAA convention. 


DURING ODD MOMENTS at the Tides (above), Bob 
DeLay, Henry Jr. and I discussed a controversial subject. 
Since then, I've talked about the same subject with 
visitors to the front porch. 

The subject in a nutshell: There has been some 
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The gist of conversation about this and that 


with visitors to the Editor of The Reporter 


criticism of the Direct Mail Advertising Assn. (by old- 
time members mostly) because the bulletins are not as 
“meaty” or as large as in the “good old days.” (One 
member claimed his 1931 file of DMAA bulletins was 
five inches thick, including a twelve-page year’s end 
index.) The same criticism has sometimes been leveled 
at The Reporter, “Why can’t you dig up more hot basic 
material like they ran in Postage and The Mailbag in 
the “good old days’?” How fair are these criticisms? 
The critics might change their tune if they went back 
and actually read the early DMAA bulletins and copies 
of Postage and The Mailbag. Direct mail was young 
then... just getting started in 1917 and through the 
20's. There were few books on the subject. None com- 
plete. The DMAA was fighting for recognition. Every 
little detail connected with direct mail was news. The 
DMAA bulletins and the magazine articles were lively 
because there wasn’t any other source of information 
about direct mail. Much of the information published 
was “half-baked” theorizing. “Were two green stamps 
better than one red?” or “Is a one-line fill-in as good 


. 


as a three-line?”... that sort of stuff. Very few manu- 
facturing companies promoted direct mail... the excep- 


tions were the Multigraph Company, Addressograph and 
Elliott companies. The most enthusiastic promoters were 
lettershops, and most of them in the 20°s didn’t know 
what they were talking about. 

But all that has changed... and how it has changed. 
The DMAA and The Reporter (which followed P&M) 
have had to change. Some of those early bulletin items 
would sound silly if reprinted today. Between 1933 and 
1938. the DMAA gang engaged in five year-long re- 
searches. The published findings of those researches are 
standard gospel today, and have been the basis of most 
of the large number of textbooks on the medium. During 
that same period, direct mail exhibits were staged in 
most sections of the country. More companies became 
interested in direct’ mail... more selfishly interested 
companies joined in promoting it. The war years natu- 
rally slowed down the process, but when peace came the 
association, manufacturers, and producers picked up the 
pieces of past researches and again promoted in earnest. 

In the intervening years there has been so much 
material printed on every conceivable angle of direct 
mail that no one in a lifetime could read or assimilate 
all of it. So what do the critics want or suggest? Should 
we take the easy way out and just reprint the old items 
of sophomoric enthusiasm? Or should we attempt the 
more intelligent job of interpreting present-day direct 
mail happenings and techniques? Certainly neither the 
DMAA nor The Reporter can exist by a boring repeating 
of old bromides or basic truths which are easily available 
in the fantastically complete library of the DMAA, or 
in the many published books, or in bound volumes of 
The Reporter. 

To get an idea of how things have changed for direct 
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mail since the 1920's... 1 set aside from one week's mail 
(May) the pieces which actively promoted direct mail, 
and which covered informative material which in the 
“ood old days” would have appeared in DMAA bulletins 
or in Postage. At the end of the week the pile weighed 
just under seven pounds. It would take a working week 
or more to read all of the helpful material. 


WHAT WAS IN this nearly-seven-pound stack? Bulletins and 
house magazines from paper mills, paper merchants, and envelope 
tips on better direct mail handling. An- 


manufacturers giving 
companies setting up a Service Bureau for 


nouncements by paper 
printers or a Central Idea Library. There were glamorous house 
magazines giving art and layout suggestions; circulars from en- 
uraverts telling about new processes. 

Adding to the near-seven pounds were bulletins from Direct 
Mail Clubs (not in existence in the 1920's and 1930's). There 
were house magazines from printers and lettershops, giving case 
histories and basic ideas. We even counted as relevant an 80-page 
booklet from the Journal of Commerce (80 Varick St.. New York 
13, N.Y.) listing hundreds of new products and sales ideas for 
1959 (valuable for mail order people). 

During same week, we received a 65-page book from Howard 
Smith Paper Mills, Montreal, Canada on “Copy Preparation for 
Letterpress & Offset.” Best we've seen on the subject. Also from 
north of the border, a wonderful plastic-hound manual, “The 
Communication of Ideas,” from the Royal Bank of Canada, Mon- 
treal . . . collection of the best single-sheet, monthly newsletters 
during the past ten years . . . devoted to single subject of business 
writing. Tremendous. The American Photoengravers Assn. re 
leased their new and costly (but free) book on modern line, half- 
tone and color engraving. The Lithographers & Printers National 
Assn. released a 92-page booklet illustrating and describing the 
hundreds of winners in the 1959 awards. R. L. Polk & Co. Detroit, 
Mich. made available without charge five new 6” x9” pamphlets 

reproductions of talks about direct mail in agency work. 
Topping it all off for this week the wonderful booklet created by 
Dickie-Raymond for Pitney-Bowes, “How to Use Direct Mail to 
Promote Your Business.” Directed primarily to small businesses. 
Contains much of the basic material which Leonard Raymond 
helped to develop in those researching days of the 30's. 


AND SO WENT one single week of direct mail promo- 
tion and explanation in our daily mail. A constant flow. 
A lot different than the lone wolf efforts of the early 
DMAA and Postage and The Mailbag days. The whole 
picture has changed. The job today is digesting and in- 
ferpreting. 

We don't believe the DMAA should be criticized be- 
cause their bulletins or newsletters are not as meaty and 
thick as in the “good old days.” The DMAA, in our 
opinion, should focus on continuous research... as it is 
doing. (Two fine reports issued in May.) The DMAA, 
as the hard core of direct mail, should be a liaison with 
all segments of business — the suppliers and producers 
on one hand and all users on the other. It should collect 
all current direct mail promotion and information and 
should issue interpretive reports on what’s going on and 
what's available in the fabulous library. The DMAA 
should continue to promote and foster Direct Mail Days 
and Direct Mail Clubs... with climax coming at annual 
convention. Whatever DMAA does in those directions is 
worth the price of admission for all of us. 

From The Reporter's standpoint ...well continue 
changing as the times demand change. We'll continue to 
defend the medium when it needs defending: will keep 
on helping to keep the mails clean: will report on the 
best of new ideas: where valuable information can be 
obtained: and most important, will give you current case 
histories which will help to stimulate your own imagina- 
tion and creativeness. The way we look at it... the 


“wood old days” are NOW. 


BACK IN THE LATE 40's when the Reporter had offices at 
17 E. 42nd St. in New York, I looked up from my desk one 
morning to see a tall, gaunt, partly-bald, bearded man coming 
through the doorway. | said, “You look like Sherwin Cody in the 
famous ads—“Do You Make These Mistakes in English?’” He 
replied, “I am Sherwin Cody.” He wanted contacts who might 
take over the business end of his courses. Enjoyed my talks with 
him. On April 4, 1959, he died at age 90. His course continues to 
operate at 154 Main St., Port Washington, N.Y. Advertising 
agency is Schwab & Beatty. The famous full-page Coty ad, first 
published in 1918, was written by a young fellow named Maxwell 
Sackheim, then in the copy department of Ruthrauff & Ryan... . 
and later to become famous in his own right. Robert Beatty esti- 
mates that in the last 40 years the “mistakes” advertisement ap- 
peared several hundred times at a space cost of about five million 
dollars. Recently . . . a few changes in copy had to be made to 
bring it up-to-date . . . but basically the good copy of 1918 still 
lives. Many people believed that “Sherwin Cody” was just a myth 
invented by an advertising man. It required the publicity sur- 
rounding his death to prove that he really existed. 


DURING A VISIT to St. Petersburg recently stopped 
in at Goodwill Industries, 11.1 Second St. S. We had been 
corresponding with the Rev. Robert C. Adair, executive 
director, about their direct mail promotions. Couldn't 
find anything wrong with the direct mail. Bob is an old 
hand... formerly belonged to the St. Louis Ad Club. 
He is doing a wonderful job in the St. Petersburg area. 
In fact, the whole Goodwill Industries movement is 
wonderful. One of the most deserving charities | know. 
It's a non-profit charity, which is actually not a charity. 
Its purpose is to give physically handicapped people 
employment for which they are paid and become self- 
supporting. Supporters donate either cash or second- 
hand clothing or household equipment. The latter are 
repaired by the handicapped and sold in Goodwill stores. 

There are Goodwill Industries operating in 126 of the 
larger cities. In 1958. approximately 32.000 handicapped 
were employed. Total income exceeded 331 million of 
which $2! million was in donations and more than $29 
million was from sales. The employed workers paid 
nearly $1.800,000 in income and Social Security taxes. 
which is better than having these unfortunate people on 
relief. This organization deserves the support of all 
people of good will. If you want more details, write for 
1958 Annual Report to Goodwill Industries of America. 


Inc.. 19138 N St.. NW. Washington 6, D. C. 


ONE OF THE TREATS of the past month was reading the 
newsletters sent by Irving B. Hexter, head of The Industrial Pub- 
lishing Corp.. 812 Huron Rd., Cleveland 15, Ohio (14 technical 
publications). Irving and his wife, together with Mr. and Mrs. 
Art Linkletter, were on a vacation trip through India. So he 
changed his usual newsletters to advertisers into reports of the 
travels. Made fascinating reading especially the account of 
visit to Tibet and Nepal. Reached us just about the time Chinese 
Reds were stirring up trouble. And when Irving described his visit 
to Khatmandu (capital) and with the Grand Lama of Nepal . . . 
I had a pretty good picture of it all, for had just finished reading 
Han Suvin’s beautiful novel about the Nepalese people, “The 
Mountain is Young.” More businessmen should realize the value 
of a personal-report: newsletter. When they make faraway trips 
they should send processed accounts to friends, customers 
and all contacts back home. Provided, of course, they can write as 
interestingly as Irving Hexter did on his jaunt through India. 


Good luck always, 


3 Bluff View Drive 
Clearwater. Florida 
Telephone: JUniper 4-3848 
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‘High in appearance... “smooth ) 
new and improved for finest wa 
commercial, and book printing. — 


LITHOBULK OFFSET 


. gives p 
o ‘Messages and products the asis and 
appeal they deserve. 


The companion of Lithobulk with 
tiveness for fine letterpress repr 
excellent choice for — 
CLIMAX 
Bright-white in Egg and English Finish. 
lect, to match the character of the job. Bs 
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ALLIED PAPER CORPRRATION 
KALAMAZOO. 


Jordan 


Labeling heads 

wake up to 
SLEEPING BEAUTY 
as if touched by a 
magic wand! 


Treat your high-speed labeling head 
te the best material in the world .. te 
cut, te stick, to sort! Now you can eliminate 
the use of paste and other gummed stocks 
that have caused you grief! Trial rolls 
shipped prepaid at the 100 rol! price. 


keep your die young 


with sleeping beauty 


It sleeps till kissed by water! 


This new gummed material on a 45 Ib. white English finis! 
handles like ordinary paper as if it were not gummed at al 
Order a sample roll today and put it te every conceivable test - 
then treat yourself with confidence to the trouble-free list pap: 
that will permanently end your gumming problems. 


@ Guaranteed NOT TO CURL when stored indefinitely 
Can be handied for sorting in humid weather 
Cuts easier and sticks more securely at high speeds 
Positively sticks to coated papers 


Stays put instantly upon tact with iling piece, eliminating fi 
hazard of gumming slop-over causing successive pieces to sti 


together 
Always on the level 


WONDER STRIP 
that sticks to coated 


White, red, bive, 
goldenrod, 
strawberry pink. 
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